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The Junior Advertising Society 
of Cleveland will let you in even 
f you are 35 years old. Yesterday’s 
brilliant youngsters would have re- 
garded that age as a ticket of ad- 
mission to the G. A. R. 


. + FV 
Coffee outranks milk in popu- 
larity, the Pan American Bureau 


has discovered. But at least they 
ought to give the cow credit for 
representation in the cream pitcher. 
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“Give first thought for children” 
is the slogan of “Better Parenthood 
Week,” scheduled for October 23- 
29. But parents who do are not so 
likely to have ’em. 


= =? 


Reynolds won first place in news- 
paper advertising in 1938, the Bur- 
eau of Advertising reports. The 
publishers are getting to believe in 
that well-known linage slogan, “Get 
, lift with a Camel.” 
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Pebeco toothpaste is not a candy 
dentifrice, Lehn & Fink insists. With 
the special permission of the Ameri- 
can Tobacco Company, you may 
now reach for Pebeco instead of a 
sweet. 

, ae v 


“Ninety-two per cent of all wo- 
men interviewed expressed a love 
of diamonds and a desire to own 
them,” reports the industry. But 
how many are willing to buy them 
with their own dough” 
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In “The Star Maker” Bing Crosby 
sings “In My Merry Oldsmobile,” 
ind Olds reciprocates by printing 
his picture in four-color magazine 
spreads. Cooperation is a wonder- 
ful thing. 
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The London Daily Mail, which 
lidn’t take advertising off the front 
page in the last war, now gives 
news that preferred position, with 
the reservation, however, that this 
war has got to be good. 
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The FTC has barred from the cos- 
metic vocabulary many an inspir- 
ng phrase which brought new hope 
to the owners of slightly shopworn 
faces. Government promotes illu- 
ion everywhere but in advertising. 
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Ingersoll has rejoined Schlitz, the 
beer that made Milwaukee famous, 
vith its tribute to the dollar. Things 
must be getting back to normal, 
ifter all. 


, 


Nostalgic recollections are stimu- 
lated by the Chicago Times’ review 
f what was going on in 1929. Just 
n case you've forgotten, Mary Pick- 
ford was still America’s Sweetheart. 
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In view of all the radio interrup- 
‘tions, you can’t blame the an- 
nouncer who said, “The program 
‘riginally scheduled to be canceled 
+ this time will now be heard.” 
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With a 16% game lead Joe Mc- 
‘arthy isn’t afraid of having a black 
at cross his path. But he does 
idmit that left-handers are some- 
times unlucky. 

Copy Cup. 


Scott Paper Sees 
Industrial Empire 
in the Making 


Factory Field Vies 
with Retail in Fall 
Strategy 


Chicago, Sept. 7.—Though Harry 
C. Pardee, advertising manager, in- 
dicated that Scott Paper Company, 
Chester, Pa., will consolidate its 
gains in the consumer field with the 
largest fall and winter advertising 
campaign in its history, potentials 
in the industrial sector commanded 
high enthusiasm as one of a series 
of regional meetings was held here 
today for salesmen from the Chi- 
cago, Detroit and Great Lakes divi- 
sions. 

High quality, sound policies and 
consistent advertising are said to 
have combined to give Scott a large 
portion of all retail business in its 
field today. A heavy magazine 
schedule, reinforced by newspapers 
in leading markets, will woo readers 
to continue to call for ScotTissue 
and Waldorf with reminders of su- 
perior value and the offer of a new 
bright red dispenser to be used in 
conjunction with ScotTowels to add 
color and efficiency to the home. 
Color will be used on an unpre- 
cedented scale in consumer copy. 


Vast Market Pictured 


The opportunities confronting the 
relatively new industrial depart- 
ment, which operates as a separate 
organization, are so great that ex- 
ecutives, including William H. Ccl- 
lins, in charge of its advertising, see 
a new empire to be carved out of 

(Continued on Page 6) 


Liquor Overseers 
Draw and Make 
Inside Straight 


Lansing, Mich., Sept. 7.—The 
penchant of the Grand Rapids 
Brewing Company, Muskegon, Mich., 
for such irrelevant pastimes as 
poker, is causing considerable an- 
guish to the members of the Michi- 
gan State Liquor Commission. It 
seems that the brewing company 
has been printing poker hands on 
the neck labels of its beer bottles, 
thus distracting the attention of 
customers from the primary objec- 
tive of swallowing the contents of 
the bottle. 

Fred H. Ehrmann, secretary of 
the Commission, said that an order 
was previously issued against use of 
poker hands on bottle labels, but 
that unhappily, this term does not 
include neck labels. The Commis- 
sion will proceed forthwith, he as- 
serted, to issue a second order so 


much to the point that no poker | 


hand will ever again be found on 
a beer bottle label within the con- 
fines of the State of Michigan. 


DIRECTORY OF FEATURES 
Ad-libbing 


Basic Business Index 36 | 


Coming Conventions 
Earnings of Advertisers 
Editorials .. . 

Farm Paper Linage 
Getting Personal 


Information for Advertisers 12 | 
Magazine Linage _. 32 
Photographic Review 

Rough Proofs .. 1 
Voice of the Advertiser i8 


Most Schedules Unaffected As 


Advertisers 


j}stock until 
| have 
|dency has brought about an appar- 
ent shortage, although good crops 
j}and grazing conditions have com- 
‘bined this year to produce more and 


Meat Industry 
Sees Stimulus 


in War Demand 


End of Polish Ham Im- 
ports Benefits Domes- 
tic Packers 


Chicago, Sept. 8.—Napoleon’s as- 
sertion that an army travels on its 
stomach was borne out again here 
this week as the meat packing cap- 
ital of the nation experienced first 
effects of a war-motivated price 
rise in nearly all lines. 

The week’s developments pointed 
toward a continued rise in prices 
although no actual shortage is in 
sight. Also important to the meat 
industry is the obvious cessation of 
imports of Polish tinned ham and, 
less broad in scope, a newspaper 
campaign for lard launched by 
Wilson & Co. 


Previously Below Normal 


*Don Smith, advertising manager 

of Wilson & Co., said that while 
prices had gone up, they had pre- 
viously been below normal. Mr. 
Smith did not feel that they would 
continue rising to any “crazy” 
height. 

He pointed out that farmers, fol- 
lowing the rising market via radio 
and the newspapers, are naturally 
inclined to hold off shipments of 
they feel that prices 
reached a peak. This ten- 


better grades of live stock than has 
been the case for some time. 

The war is expected to put an 
end to the importation of Polish 
tinned ham, a product that in re- 
cent years has gained considerable 
favor on the Atlantic coast and as 
far west as Chicago. 

Supply Is Diminishing 

Imports of Polish ham this year 
total about 25,000,000 pounds, Mr. 
Smith said. In some instances as 
much as 1,000,000 pounds has come 
in within one week. Although a 
supply of this product is still on 

(Continued on Page 33) 
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With foreign travel copy already at a 
standstill, Puerto Rico steps out to im- 
press tourists with the attractiveness of 
the U. S. A. possession as a travel re- 
treat. Buchanan & Co., New York, is the 
“agency. (Story on Page 2.) 


Newspaper Linage 
Holds Steady; 
Gains Anticipated 


New York, Sept. 8.—Despite the 
fact that most advertising observers 
believe the European conflict will 
eventually exercise a beneficial in- 
fluence on American advertising 
linage, a nationwide checkup by 
ADVERTISING AGE this week indi- 
cated that it is still too early to 
detect any specific indicators of 
what the future holds. 

Aside from the loss of practically 
all travel copy, both newspaper and 
magazine advertising executives re- 
ported that thus far little change 
has been noted that can be attrib- 
uted to the war situation. Inasmuch 
as national magazine schedules have 
already been completed for many 
weeks, in some cases months, ahead, 
it was pointed out that observers 
will have to wait in order to evalu- | 
ate this medium as an advertising | 
barometer. 

Highlights of ADVERTISING AGE’s 


(Continued on Page 8) 


Last Minute News Flashes 
Columbia Starts Drive on 50-Cent Records 


Bridgeport, Conn., Sept. 8. 


well as magazines, 
will bridge the 
75-cent products. 


gap between the 


radio and business papers. 


-A revolutionary note in the phonograph | 
record field will be sounded by Columbia Recording Corporation with| court action recently 
the introduction of a 50-cent line which will be heralded 
tensive campaign involving the use of 


in an ex- 
23 newspapers in 18 cities, as 
The new Red Label line 
industry’s established 35-cent and 


Ward Wheelock Company, Philadelphia, is the agency. | 


12| Vorberg Leaves Oldsmobile for Getchell 


Detroit, Sept. 8.—Martin P. Vorberg has resigned as sales 
29 | manager of the Oldsmobile Division of General Motors to join the Detroit 


promotion 


office of J. Stirling Getchell as DeSoto account executive 


Philadelphia, Sept. 8.—Effective 


|in charge of Hawaiian Pineapple Company’s radio advertising. 
agency has been handling the account in all other media. 


24 Hawaiian Radio Account to Ayer 


Oct. 11, N. W. Ayer & Son will be 
The | 
Al Pearce will | 


replace Phil Baker on the Dole pineapple program. 


Watch War Effects 


| Travel, Liquor, Cam- 
era Classifications May 


| Be Hardest Hit 


New York, Sept. 8.— Although 
national advertisers who depend 
upon European sources of supply 
peered anxiously at the war zone 
this week in the expectation that 
the hazards of transatlantic ship- 
ping would cripple their merchan- 
dising programs, the six-day old 
conflict has thus far brought no ad- 
verse reaction to the vast majority 
of other advertisers, a survey by 
ADVERTISING AGE indicated today. 

Highlights of the situation were 
found to be as follows: 

1. Liquor importers are mark- 
ing time pending a determination of 
whether or not orders from abroad 
can be filled. (Details on Page 
4.) 

2. Travel copy is virtually non- 
existent, although a strong spurt in 
this classification is expected due 
to accelerated efforts by the U. S. 
travel industry. (Details on Page 
2.) 

3. The heavy machinery field is 
gearing itself for production capac- 
ity as the direct result of orders 
from abroad. 

4. Neither local nor national ad- 
vertising linage has as yet reflected — 
any of the conditions thaf may~ 
logically be expected to arise from 
the conduct of a prolonged war. 


Many Advertisers Affected 


While it is expected that most ad- 
vertisers in this country will be 
affected by the European conflict, 
the industrial and farm fields seem 
destined to reap the largest imme- 
diate profits, it was indicated this 
week. Grains skyrocketed during the 
days immediately following declara- 
tion of war by England and France, 
and the tremendous spur given the 
heavy machinery field was indicated 
by cancellation of the National Ma- 
chine Tool Show scheduled for 
Cleveland Oct. 4-13. Virtually all 
other commodity prices soared. 

Food is expected to be shipped 
to Europe in thousands of tons, with 
emphasis on canned meats and 
vegetables and dried fruits for the 
armed forces. The steel industry is 
stepping up its production rate and 
advancing export prices and the 
|chemical trades are expanding in 
anticipation of a shift in demand to 
| this country from markets hitherto 


(Continued on Page 34) 


= Court Action 


Called Compliment 
in Nehi Copy 


Columbus, Ga., Sept. 6. — The 

initiated by 
| Coca-Cola Company in an effort to 
prevent Nehi Corporation, of this 
city, from using “cola” in connec- 
tion with Royal Crown, was turned 
into advertising capital this week 
as the latter began a heavy fall 
newspaper campaign. 

“No greater compliment could be 
paid Royal Crown,” said the open- 
ing paragraph, “than the fact that 
a competitor has just challenged 
the right of Royal Crown to use 
| the word cola. The courts will de- 
cide the legal issues on their merits. 

“There are more than 200 cola 
| drinks. But there’s only one Royal 

(Continued on Page 34) 
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ADVERTISING AGE 


September 11, 1939 


Dodge Announces 
ls New Models 
in Newspapers 


Willys-Overland in 
Sensational Claims at 
Preview 


Detroit, Sept. 7.—With announce- 
ment copy in newspapers of scat-| 
tered cities where dealers have been | 
supplied, Dodge Bros. this week be- 
came the first Chrysler division to 
introduce its 1940 models. The first 
national announcement will be 
made in a color spread in The Sat- 
urday Evening Post Oct. 7, to be 
followed by Collier’s of Oct. 14, 
Life and Time Oct. 16 and Liberty 
Oct. 21. Meanwhile the plan of an- 
nouncing in local newspapers as 
stocks are made available will be 
continued. 

Special interest is being evinced 
in Dodge’s 1940 plans in view of its 
sensational performance during the 
past year. Dodge sales exactly 
doubled during the first half of 


England. 


is a Sixth of the World to the 
AMERICAN EXPORTER 


These facts and figures 
may help you fo increase 
your English sales 


Question: Whois wealthier—the average 


dmerican or the average Englishman? 


Answer: The Englishman! In 1937 
(latest year for which comparison can 
be made), the per capita yearly in- 
come in Great Britain was $578; in 


the U.S.A., $540. 


What 
England for American goods? 


Question: sort of customer 1s 


Answer: By far the dest in the world! 
In the year 1938 alone, the United 


Kingdom 


sixth of 


accounted for over one 


America’s total exports 
#521 millions, out of a total of $3,094 
millions. 


What has been the recent 
trend of American exports to the United 
Kingdom? 


Question: 


Answer: Total American exports to 


hey 


1939, carrying it from fifth to fourth 
place in national ranking. Though 
the three cars ahead of it enjoy a 
substantial lead in unit sales, any- 
thing is regarded as possible for a 
manufacturer who has advanced as 
rapidly as Dodge. 

Dodge copy for fall will feature 
the “full floating ride,” in addition 
to “floating power” of the past. The 
innovation consists of a perfected 
system of weight distribution 
through which the company’s engi- 
neers claim to have created a sci- 
entifically suspended “zone of com- 
fort,” the practical advantages of 
which are further emphasized by 
unusual body layout. This develop- 
|ment is expected to be common to 
all Chrysler cars, though it will 
probably bear a different label on 
each. 

Pontiac held its annual sales con- 
vention today at General Motors’ 
proving grounds with Don U. Bath- 
rick, general sales manager, at the 
helm. F. A. Berend, advertising 
manager, outlined the advertising 
program, which he described as the 
largest in many years. 


NEW WILLYS MODELS 
PRICED AS LOW AS $495 

New York, Sept. 7.—The 1940 
models of Willys-Overland Motors, 


Inc., will be priced as low as $495 


f. o. b. Toledo, it was revealed at 
the preview at the Hotel Astor here. 
J. W. Frazer, president of the com- 
pany, said that this price soives the 
No. 1 problem of the industry— 
that of placing full size cars within 
reach of the 24,000,000 families with 
incomes of $2,000 or less. 

Mr. Frazer said that first copy 
in a heavy fall campaign will ap- 
pear late in September, apprising 
readers of magazines and newspap- 
ers of the startling new price tag. 
The Willys-Overland chief said the 
new low price also constitutes “a 
declaration of independence for 
America’s ‘car widows,’ making it 
possible for thousands of families to 
operate two instead of one vehicle.” 
The economy story will also be ful- 
filled to the last detail by sensa- 
tional savings on gasoline. Mr. 
Frazer asserted that total annual 
upkeep will be $200 below the fig- 
ure the motorist has learned to ex- 
pect. 


NASH SETS SEPT. 21 
FOR ANNOUNCEMENTS 


Detroit, Sept. 7. — Indicating that 
it will continue to play up the thrill 
of driving a Nash, the manufac- 
turer of that car said today that its 
1940 announcement copy will break 
Sept. 21. While this date is con- 


tingent on settlement of the strike 


This memorial at P’lymouth, England, marks the spot where the Mayflower set sail for America 


the United have 


doubled during the last six years. 


Kingdom nearly 


Question: What is the most economical 
way of reaching the English market? 


Radio 


It offers a national coverage 


Answer: Advertise in the 
Times. 
in four at a cost of 


a page. 


of one family 


about $3,000 


Question: Which English publication 
has the largest circulation among the 
more prosperous sections? 

The Radio Times. Of its 
three million subscribers, one million 
belong to the wealthiest 25% of the 
population. 


Answer: 


Puestion: Why does an advertisement 


in the Radio Times have a better chance 
of being read than an advertisement in 
any other publication? 

The Radio 


only publication 


Times is the 
allowed to 


Answer: 
print 
B.B.C. radio programs up to a week 
in advance. Each copy is read daily 


for a week by 90% of subscribers. 


* * * 


If you are an American advertiser sell- 
ing in England and would like to have 
further market facts bearing on your 
particular problems, write to the Ad- 
vertisement Director, British Broad- 
casting Corporation Publications, 
Broadcasting House, Portland Place, 
London, W. 1, England. 


The English weekly magazine with four times 
the coverage density of Life 


RADIO 


TIMES 


(Guaranteed net weekly sales, 3,000,000) 


(Rate, $2.46 per 


line per million) 


NEW FALL COPY 
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Biscuit's fall drive. (Story on Page 15.) 


in the Bendix plant at South Bend, 
which has provided brakes for Nash, 
the company expects to use both 
newspapers and magazines on a big 
scale. 

Along with the sheer fun of driv- 
ing, Nash will feature the “Arrow 
Flight ride,” so called because of a 
new method of springing. This in- 
novation was achieved by the com- 
bination of long, synchronous 
springs and super-size shock ab- 
sorbers in the rear with soft indi- 
vidual coil springing on the front 
wheels. A new steering arrange- 
ment will also be noted in copy, to- 
gether with the Nash “Overtake,” 
an advancement of the automatic 
fourth speed forward. The “Weather 
Eye,’ a device said to prevent 
changes in outside weather from 
affecting inside car comfort, will 
also come in for focal treatment. 
Prices have been reduced from $20 
to $50. 


H. A. Bowman Promoted 


Harold A. Bowman, secretary and 
art director of Morgan Reichner & 
Co., New York, has been elected 
a vice-president of the agency. 


$2,000,000 Loss 
Seen in Cessation 
of Travel Copy 


New York, Sept. 7.— Publishers 
and agencies who have benefited 
from advertising expenditures by 
foreign travel advertisers awoke 
this week from the initial shock of 
war in Europe to find this source of 
revenue almost completely wiped 
out at least for the time being. As 
ocean travel became a one-way race 
to return to the safety of this coun- 
try, cancellations continued to pour 
into newspaper and magazine offices. 
As one agency executive succinctly 
phrased it, “We have nothing to 
sell—hence, no advertising!” 

The largest travel accounts to be 
relegated to the inactive file as the 
cannons roared abroad were those 
of the North German Lloyd and 
German Railroads Information Of- 
fice, which are estimated to have 
spent well over a half million dol- 
lars annually on American adver- 
tising. Other major advertisers to 
cancel all copy include Cunard- 
White Star, Ltd., French Line, Ital- 
ian Line and United States Lines 
Company. Numerous smaller steam- 
ship companies and government bu- 
reaus also suspended activities. The 
total annual loss to American pub- 
lishers from this source is estimated 
to be at least $2,000,000. 

With one ship already comman- 
deered by the British government, 
Furness Bermuda Steamship Line 
has been forbidden to disclose in- 
formation as to sailing dates and 
routes. 


Grace Line Continues 


Grace Line, Inc., an _ impor- 
tant cruise advertiser, determined 
this week to carry on with its *mag- 
azine and newspaper schedules, al- 
though not too hopeful of attracting 
many passengers. Despite the com- 
parative safety of American ships, 
President Roosevelt’s admonition 
against ocean travel, and the re- 
ports of submarines sighted near the 
West Indies, will militate against 
good cruise business, it is felt. 

One of the first positive steps 
taken by an advertiser to benefit 
from the war was the action taken 
this week by Government of Puerto 
Rico Institute of Tourism in break- 
ing newspaper copy here, through 
Buchanan & Co., calling attention 
to the peace of the island. The 
theme will be extended to 64 news- 


papers as soon as copy is readied. 
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promotion and advertising problems. 


Co-operative advertising 


publicist. Age M. 


principals approve this 


scope of action. 


Advertising Amoncy Wanted 


A valuable asset to any organization or advertising ag t ted in sales, 


10 years successful record in sales, sales management and sales promo- 
tion of tangibles and intangibles .. . 
ALL the calls. Rung doorbells and sold top-flight executives. 


rograms created, developed and sold 
through largest Eastern dailies. Campaigns grossed to $150,000. 


Outstanding sales record on packaged deals for radio stations. Sold. 
promoted, wrote and produced up to 12 hours weekly. 


4 years agency experience as account executive and radio director. 


Forceful, sales-compelling copy writer and sales correspondent. Fluent 
public speaker and group seller. 


Resourceful and wre advertisin 
. Top-notch educational background. 


KNOWS THE SCORE EVERY “MINUTE IN SALES AND ADVERTISING PROBLEMS 
Now lucratively em “gf by national agency in Chicago. 


Prefers connection with sound advertising agency or organization offering broad 


Write Box 1868, Advertising Age. Chicago 


learned the only way—making 


merchandiser. Experienced 


Present agency 


COPY DIRECTION 
ADVERTISING MERCHANDISING 
SALES PROMOTION 
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September 11, 1939 


ADVERTISING AGE 


IN Tila EMERGENGY 


True Story makes a statement concerning 


the influence of the war abroad on the 


effectiveness of advertising in America. 


How will the forces of European war affect the advertising 
practices of neutral America! 

War must rock the economic balance of even a neutral 
nation. The world conflict that ended twenty years ago made 
a new primary market out of a great segment of the Amer- 
ican economic scale that hadn't ever before been able to buy 
advertised goods. It made possible the post war mass 
consumption that has since dictated modern advertising 
and merchandising practice. 


LAST WAR PRODUCED A NEW MARKET AND 
TRUE STORY. It was out of the war-development of this 
Wage Earner buying power that True Story, in 1919, was 
conceived. And a voluntary circulation demand was built 
that has never been equalled by any other kind of publica- 
tion before or since. 

From the clear record of the last war, it would seem 
reasonable that, whatever happens, the Wage Earner fam- 
ilies will again emerge with increased financial advantage. 
Thus accent on the development of present advertising prac- 
tices, rather than new experiments would seem logical. 


SAME BASIC PSYCHOLOGICAL AS WELL AS 
ECONOMIC CONDITIONS AGAIN LIKELY. Most 
important of all, perhaps, is the realization that it is char- 
acteristic of the public attitude toward war news that intense 
interest and a voracious appetite for even the most shocking 
details is a first reaction. But in the face of endless, con- 
tradictory official communiques, obvious tailoring of the 
news by government censors, and the infinitely recurrent 
words of pain and death, this interest does not necessarily 
sustain. In the last war, the people's reading taste surged 
toward magazine literature of entertainment and escape 
and re-establishment of the worthwhileness of homely 
things. 

Thus while we may expect news media to retain tremen- 
dous interest throughout the period of strife however long, 
we may also expect that magazines performing a different 


function will become more and more important to the 
people of this nation worn out with news of war. 

We may expect, for example, that many families will turn 
to story magazines and that families in the social stratum to 
which True Story is exclusively addressed will turn more 
and more to this magazine. For True Story gives them 
entertainment—but more important, it gives them reaffirma- 
tion of the conventional ethics of home life, of social respon- 
sibility, of national moral standards for which the Allies are 
avowedly fighting. 


ONLY ONE REALLY NEW PROBLEM TO BE 
EXAMINED. With all of the new media available since 
the last war, however, advertisers must now, more than ever, 
weigh carefully the editorial matter to which their copy is 
juxtaposed. Will not an editorial background of comfort 
and hope and normalcy give an encouragement, more 
important than heretofore, to the advertiser's appeal for 
consumer action? Might not True Story’s advertising 
pages, best read of those of all magazines in peace time, be 
expected to provide as extraordinary a sales opportunity as 
the circumstances that originally gave it birth? 

xa x xX 


In this emergency, of this we are certain: regardless of 
how horrified and repelled we may be personally by the 
tragic events abroad, nevertheless we may draw some 
measure of immediate confidence from the basic financial 
soundness of the American major consuming market and 
the continued innate wholesome desire of that market for 
normal life and the things which have come to play so 
important a part thereof. 
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TRUE STORY MAGAZINE 
122 EAST 42nd STREET, NEW YORK CITY 
BOSTON * CHICAGO X SAN FRANCISCO 
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September 11, 1939 


Liquor Importers 
Gaze Anxiously af 
Sources of Supply 


New York, Sept. 7.—War abroad 
continued to be the chief topic of 
conversation in advertising circles 
here this week, although travel ad- 
vertising and the operations of 
agencies in England and on the con- 
tinent seemed to be the only aspects 
of the business seriously affected at 
this early date. 

Liquor firms which import from 
abroad, however, are frankly con- 
cerned over the outlook. Some ad- 
vertising schedules have been can- 
celled or curtailed, and others are 
expected to be similarly affected 
shortly. Advertising executives, 
queried by ADVERTISING AGE here 
today, were generally wary of com- 
ment and expressed the desire to 


wait and see if shipments contracted 
for reach this country before mak- 
ing definite plans. 

Liquor importers are already hard 
put to fill orders from wholesalers 
and retailers who are seeking to 
stock up in anticipation of a short- 
age. Prices on Scotch and other 
imported liquors are expected to 
rise sharply, particularly in view 
of the fact that October, November 
and December are the _ biggest 
months in the year, accounting for 
about 60 per cent of annual sales. 

Liquor authorities pointed out 
that shipments from abroad were 
maintained during the world war, 
and they hope that that will be the 
case again this time. Advertising 
schedules will be maintained un- 
less the supply is cut off, but the 
general opinion seemed to be that 
it is still too early to determine a 
definite course of action. 

Some immediate cancellations, or 
at least postponements are inevit- 
able, it was said, until more definite 
information is received from abroad. 
The contention made in some quar- 


ters that domestic liquors will en- 
joy a boom business due to a scar- 
city of imported products and their 
consequent high price, was ridi- 
culed as a “nice theory” by an ad- 
vertising executive of one major 
domestic distiller. 


News Is Scarce 


A lack of complete information is 
also handicapping American agen- 
cies which maintain foreign 
branches in the war zone in learn- 
ing how these offices are affected 
by the situation. Most agency head- 
quarters here have received only 
sketchy cables to date, but present 
information indicates that the 
branches are upset more at the mo- 
ment by loss of personnel than by 
loss of business. 

Erwin, Wasey & Co. has received 
no word from its Paris office, but 
the London branch has evacuated 
its quarters by government order. 
English headquarters are now be- 
ing maintained in the country home 
of one of the agency principals. The 
entire personnel, with the exception 


of several Americans, has been 
called to the colors. 

T. M. Quinn, executive vice-presi- 
dent, Dorland International, re- 
ported a few cancellations from the 
London and Paris branches, but said 
that no word has been received 
from Berlin. He said that most 
British and French advertisers 
would continue promotional activi- 
ties until government mobilization 
of industry renders it impossible. 

H. N. Elterich, president of the 
Elterich agency, declared that sev- 
eral men from his London branch 
had been drafted for war service. 
Most British clients, he said, intend 
to carry on. American advertisers 
selling in England will do likewise 
at least for the time being, but are 
prepared to shift activities to South 
America if they find it impractical 
to continue. 

Joseph L. Pechenik, executive 
vice-president, Foreign Advertising 
& Service Bureau, declared that the 
London branch is “doing business 
as usual.” This agency withdrew 
from the continent about a year 
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RECORD BUSINESS WAS DEAD as silent movies are today. 
refused to stock... RCA Victor and Lord & 
.. What to do? 


Dealers 


Chomas faced a crisis!. 


ADVERTISING AND PROMOTION TURN THE TIDE 
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FAR-VISIONED PLANNING was the foundation for fresh, 


vigorous advertising fir 


promotion, then magazines, later 


t newspapers and point-of-sale 


radio, now all four. 
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Record Society,”’ 


—put modern records on 


_ BACKED BY ADROIT MERCHANDISING 


**MUSICAL MASTERPIECE OF 
RCA Victrolas, Record Players 


VICTOR LOOKS TO THE FUTURE we 
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RADIO MUSIC 


BUT STILL | WANT THE 
MUSIC | WANT WHEN 


1 WANT 
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FROM RADIO PRINCIPLES came amazing improvements. RADIO MADE THE DESIRE FOR MUSIC UNIVERSAL... .an 
Phus RCA Laboratories, by electronic research, im- urge for keeping ‘‘on tap"’ the music that fits the mood, 
proved Victor Records and reproducing instruments. RCA Victor and Lord & Thomas took the hint. 
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millions of record players. 
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WoRLD’s MOST FAMOUS TRADEMARK revitalized. Sales 
of VictorRecords up more than 600% over 1933. ** Know- 


ing How’ by advertiser and agency ts important, 


The secret is in Knowing How! 


ye srory of a Lord & Thomas 
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Some advertising agencies know all 


the 


rules of good advertising. Lord x 


in strategic 
big difference. 
That's why 


Thomas pioneered many that today are 


considered the A B- *s ot sound 


rising practice. 


loday's problems call tor 


knowing the rules. Siive 


uivertising tn 
general is better than ever —YOUR ad- 


audver- 


more than 


HOLLYWOOD «+ 


vertising must be s/// better, if it's to do 
the job vou want it to do. It's Anowing 
How to apply the rules that makes the 


| 3” 
placed their accounts with 
Thomas tn the past 12 months. 


It’s also why 24* clients (not includ- 
ing above 


1.3) placed their advertising 


with Lord & Thomas during the difficult 


depression vears, 1930 through 1937. 


new clients have 


Lord & in above 
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Andit’'s why 26* clients ( not included 
37) have retained Lord & 
Thomas for a period of 10 to 30 years. 


*ULS.A. offices only 
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ago when operations became un- 
profitable due to foreign exchange 
conditions. 


Broadcasters 
to Hear Plans 
for Music Pool 


Washington, D. C., Sept. 7.—Exact 
details of the strategy by which 
the National Association of Broad- 
casters hopes to become largely in- 
dependent of the American Society 
of Composers, Authors and Publish- 
ers will be revealed at an industry 
rally at the Edgewater Beach Hotel, 
Chicago, next week. 

Following an acrimonious ex- 
change between presidents of the 
two organizations, NAB has held 
numerous meetings of its execu- 
tive and copyright committees to 
perfect its plans. One or more 
courses will be laid before the con- 
vention for its aproval. The basic 
policy of the NAB, as outlined at 
present, is to free the broadcasting 
industry from domination by 
ASCAP by working direct with 
composers, many of whom are sup- 
posed to be fretting under the yoke. 

The steering committee of the 
NAB sales managers division will 
meet at the Palmer House, Chicago, 
Sept. 14 to discuss cooperation with 
the Bureau of Radio Advertising. 
The meeting will start with a lunch- 
eon. Besides Sam Henry, director 
of the Bureau, Ed Kirby, director 
of public relations, and Paul Peter, 
director of research of NAB, will 
attend. 

The steering committee comprises 
Craig Lawrence, KSO-KRNT, Des 
Moines; Frank Bishop, KFEL, Den- 
ver; L. H. Avery, WGR, Buffalo; 
Charles C. Caley, WMBD, Peoria; 
K. W. Church, KMOX, St. Louis; 
William R. Cline, WLS, Chicago; 
E. Y. Flanigan, WSPD, Toledo; Pur- 
nell Gould, WFBR, Baltimore; 
Herb Hollister, KANS, Wichita; J. 
Bury] Lottridge, WHO, Des Moines, 
and William W. Warner, WAAB, 


_| Boston. 


New York Fair Looks 
to 1940 Season 


Although no official announce- 
ment has been made by the New 
York World’s Fair Corporation, em- 
ployes of the exhibition expect the 
spectacle to continue during 1940. 

President Roosevelt has invited 
foreign nations to exhibit again 
next year. 


Now “Laundry World” 

Effective with its October issue, 
Cleaning and Dyeing World, New 
York, will change its name _ to 
Cleaning and Laundry World. The 
publication will be issued in a 7x10 
inch page size. 


AGENCY WANTED 
By a college educated, business-getting, 
Copy and Contact man in his_ thirties 
Experience 


; 5 years as a Traveling 
Salesman, 2 years as a Sales Promo- 
tion and Advertising Manager for a 


large manufacturer, 6 years as an Ac- 
count Executive and Copywriter for a 
well-known agency. Now employed but 


good reasons for seeking a change. 
Married Protestant Republican 
Box 1879. Advertising Age. Chicago. 
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A Great Home Market 


Home ownership in the Nebraska 
and Southwestern lowa market ex. 
ceeds the national average 13°, 
(1930 census). 

Nothing else gives a community 
such stability as does home owner- 
ship. It whets the desire for the 
best of possessions—for “a man's 
home is his castle." Needs non- 


existent to renters become urgent 
to the home owner. 

The great Nebraska - Southwestern 
lowa market of home owners is 
largely influenced by advertising in 


| the one newspaper that covers it— 
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World-Herald 


Mational Representatives: O'Mere & Ormsbee tec 
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September 11, 1939 


HE September |1 issue of DRUG TOPICS, the na- 
tional newspaper for retail druggists, is the 
biggest issue ever printed. It carries more agate 
lines of advertising than any issue heretofore pub- 
lished. Advertisers have invested more money in 


this issue than in any past issue. 


Big though it is, it could have been bigger. The 
DRUG TOPICS’ guarantee, which protects all adver- 
tisers from severe advertising competition, pro- 


vides that no issue of DRUG TOPICS will exceed 64 


To those whose advertisements 


pages. To maintain this guarantee, DRUG TOPICS 
was forced to refuse more than 5,000 agate lines of 
advertising offered to us for insertion in the Sep- 


tember |] issue. 


had to be re- 
scheduled, we express our regrets. To those who 
like to know the way industrial winds are blowing, 
we offer the evidence of this oversold issue of DRUG 


TOPICS as clear proof that things in the drug trade 
are coming right along. 


DRUG TOPICS 


Published by 


TOPICS PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York City 
Also Publishers of 


DRUG TRADE NEWS - 
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ADVERTISING AGE 


Scott Paper Looks 
fo Expansion of 
Industrial Market 


(Continued from Page 1) 
the wilderness of apathy and lack 
of information. Industrial advertis- 
ing, increased in the same ratio as 
that of the general consumer field, 
will continue to emphasize the serv- 
ices of the Scott Washroom Ad- 
visory Service. 
business embraces 60 experts, ready 
to place their extensive knowledge 
at the command of every employer, 


both in the interest of more har- 
monious industrial relations and 
greater plant efficiency. The fact 


that the two have been found to go 
hand in hand provides the basis for 
Scott industrial copy. 

Surveys of industrial plants are 
made only at the request of a re- 
sponsible officer, and they are con- 
ducted in cooperation with a factory 
maintenance man. The findings and 
suggestions for improvement are 
submitted confidentially to the offi- 
cial who authorized the survey. Part 
of the story of how recommended 


changes may. be accomplished, usu- ' suggest how to relieve congestion,’ the 


This branch of the | 


ie 
|ally without affecting overhead, is | reduce waste and overhead expense | 
| related in a typical piece of Scott| and help create good will in plant | 


| copy directed to business executives. 
Consideration for Employes 


“The men and women who work 
with you especially appreciate con- 
sideration for their personal com- 
| fort and health. One of the easiest 
|and most effective ways of gaining 
' their good will is by providing san- 
itary, well-equipped washrooms for 
all. 

“Each of your workers visits the | 
washroom several times a 


iences are constant reminders of 
thoughtful management. Already 
thousands of business firms have 
proven to their satisfaction 
adequate washroom facilities are an 
important step in any practical in-| 
dustrial relations program. 

“Enough basins and bowls to| 
handle rush-hour traffic, hot water, 
soap and _ individual ScotTissue 
Towels—these things go to make up 
today’s ‘planned’ washroom. Kept} 
fresh and sanitary in dustproof cab- 
inets, ScotTissue Towels are soft, 
absorbent, pleasant to use. They| 
help prevent contagion—reduce time | 
lost by illness.” 

The advertisement closes with a 
brief description of the Scott Wash- 
room Advisory Service, which “will | 


that | 


|or office washrooms.” 

The productivity of such copy has 
| been multiplied by the recent real- 
| ization of business men that a pol- 
icy of enlightened selfishness yields 
| dividends. Most employers have 


_been unaware of just how far be-| 


low standard are facilities offered 
|to workers and a large majority 
| have been quick to respond once 
| the true conditions are revealed. 


Extensive Field Covered 


day. | 
Here, small comforts and conven- 


While Scott offers the benefit of 
its experience to business men 
through Business 


fields. It tenders expert advice to 
architects through the pages of 
Architectural Record and Sweet’s 
| Catalogue File; it works with main- 
tenance men with copy in Factory 
Management and Maintenance and 
National Safety News and it tells 
managers of office buildings of 


the sales value of immaculate 
washrooms with advertising in 
Buildings and Building Manage- 


ment and Real Estate Record. 
While full pages are the standard 
unit, the company is doing some 
copy testing with facing half-pages 
and other fractional combinations. 
As Scott Paper Company helps 
industrial world realize the 


“To ba ot net to be. 
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To be or not to be a radio ad- — advertisers -not a graveyard | R Exclusive 
° ° , ° . ; epresentatives: 
vertiser—that is a question of failures. To secure the first | wan.whaw as pintip Befale 
which needn't be decided “by and preclude the latter. we are bedi me 
guess or by gosh”... After all. just as eager for wise decisions | « A bbalahaeaa dete ow ee 
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radio is now of sufficient age as you are yourself. — oo binmone Coty 
; WAVE ..... pe bdannl Louisville | 
and background to permit any WTCN ....Minnenpolin-St. Paul | 
. : oe an 2. ' ED cdacne rcecouksnhs Peort 
advertiser to make a seasoned. Our really tremendous files of Ser Sonat sexcenns s6. Leute 
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mature and well-founded deci. data Reeund ACS cumulative Southeast 
sion. years of experience in radio |) wese .............. Charleston 
°° SE: Aadetesrsesenevoees Columbia | 
and advertising all our best = |) werk 00000000, Raleigh | 
, . WDBI .... soeeence Roanoke 
Helping you to make such a thought is yours for the ask- Southwest 
deci 1 : 1 : sma ln @ ide Sllewe i KGKO ..... Ft. Worth-Dalias 
. cision is a big part of our job. — ing. We confidently believe th ul TR ig ay 
The main part, of course. is to we can help you make a wise || BREUER oe eee e ees Tulsa 
il radio 1; is a adil al adj Wont | Pacific Coast 
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Week, Fortune 
and Time, it also pierces many other | 
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Now she's 
off the 


GRESH AND IMMACULATE 

fowels are pleasant t 
trnen, they drink 
from hands or face 
you visit the 


up every brit 
The people whe werk 


Washroom 


— Scot Tissue 
use. Soft as flare 
f motsture 
with 


veral times a day 


SCOTT EXPANDS IN INDUSTRIAL FIELD 


helps check the sj 
wverhead by cultiny (om, Ivst through 


fof disease ond redures 


"hint ver 200,008 plunt d aftice waehrownre 
Think wh - ee ae on ty em af good have been equipped with Scot Tissue Towel 
. “ ‘ p. ‘ feorte tile . hin 7 
will to fis fean hans tuts wees en Exponence in installing this eqanpi: ot haa re 
equipped with indicidual Scout Tissue Towels sulted in the Seutt Washroom Advisory Service 
Important, too, is the proved economy of 
Seat'Tiasue Towels. Seot'Tinsue Towela are Have Your Washrooms Surveyed 
made from “Soft-Wewe" Thirsty Fibre. That'y The Scott Washroom Adviery Service is available to 
| whi they really drew dey ge farther . Coat help you arrange waerhreomns comtertably, etonom- 
} ‘ cally and eMictentty. This free service will suggest how 
eas per ver clean th t 
} ! year, A clean towel for erry wash to relieve congestion, reduce overhaod expense and 
create good will. A Scott Washroom Survey will be made 
S$ of your ~ without oblige Pieose write on 
1S ue To we E Ls your firm terterhead: Scott Pepe: Compony Chester Fe. 
LES trntentaaie Bae. C8 Pe, OM red 
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Scott Paper Company is using this copy in consumer and business publications, 
urging business men to equip industrial plants with Scott products. 


vision of high standards, with profit 
to itself and its clients, it prides 
itself on the methods adopted to 
preserve the integrity of its prod- 
ucts. It maintains a corps of in- 
spectors whose responsibility is 
driven home to them by the title of 
“consumer representative.” Report- 
ing directly to President Thomas 
B. McCabe, these “consumer repre- 
sentatives,” under the supervision of 
John Hagar, well justify their titles 
because of their penchant for re- 
jecting paper which does not meet 
all requirements. Machine-testing of 
samples from every run makes it 
impossible for any sub-standard 
products to reach the market. 

One result of all of this activity 
has been to double sales during the 
last four years and apparently to 
make it impossible for Scott to 
catch up with demand. The adver- 
tising account is handled by J. 
Walter Thompson Company. 


“Times” Celebrates 


Tenth Anniversary 


The Chicago Daily Times cele- 
brated its tenth anniversary Sept. 6 
by issuing a 32-page special section 
reviewing developments in the 
world of business and science dur- 
ing the last decade. 

The cover of the section consisted 
of a photomontage showing the men 
and women who have made news 
during “Ten Years of Our Times.” 


Time, Inc. Names 
Larsen President 

Roy E. Larsen, Time executive 
since its inception and publisher of 
Life, has been elected president of 
Time, Inc. 
Henry R. Luce will continue as 
chairman of the board and senior 
| editor of all publications. 


| 


Nielsen Venture 
in England Is 
Halted by War 


Chicago, Sept. 7.—A. C. Nielsen, 
president of A. C. Nielsen Company, 
said today that the war had forced 
a temporary suspension of activity 
in the research organization’s re- 
cently launched British affiliate, A. 
C. Nielsen Company, Ltd. 

Headquarters of the new organi- 
zation were established in London 
in July, headed by three executives 
who left these shores to take up 
permanent residence abroad. 

L. E. Scriven is managing direc- 
tor; Dr. Edward L. Lloyd is co-di- 
rector, and A. Grotenhuis heads the 


field organization of the British 
company. Mr. Nielsen said that 


these men are still in or near Lon- 
don and that they are watching de- 
velopments closely. Thus far, he 
added, they have made no plans to 
return to this country. 

Company headquarters were set 
up in Bush House, while the three 
executives took up private residence 
in Dolphin Square. It is believed 
that they have moved out of the 
latter place. 


Hatch with Stringer 

Fred J. Hatch has joined Don 
H. Stringer & Associates, Milwau- 
kee, point-of-sale advertising or- 
ganization, as account executive 
He will specialize in appliance ad- 
vertising and merchandising 


Cutawl Moves 
Cutaw] Advertising Studios, New 
Orleans, has moved to 725 Poydras 


‘ street. 


_ Tonic for a Drooping Sales Curve 


To the Manufacturer requiring a change of pace in the management of sales: 


There is available at this time a man of proven ability who for more than 
fifteen years has been engaged in directing the work of field salesmen for a 


manufacturer of national repute. 


He is suited by experience and temperament to assume the sales manage- 
ment of lines of merchandise sold to the retail drug trade or similar trade 


classes. 


He offers thorough experience in the handling of salesmen, coopera- 


tion with wholesalers, and the arrangement and execution of marketing and 
merchandising plans to increase volume. 


He has learned that a good sales manager is an inside executive and an 


outside sales builder. 


All inquiries will be held in strict confidence. 


Address Box 1878. c/o Advertising Age. Chicago 
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QUESTION :—/f 20%* of total population is enrolled in public 
schools, and Phoenix has 27,000 students in its 1939-40 elemen- 


tary and high schools, what is the total population of the Phoenix 
metropolitan area? ANSWER:—135,000. 


It’s just a case of simple arithmetic! Another answer, too, is Phoenix’ added 


$1,600,000 school facilities, ready this fall, for multiplying population. 


Yes, more people mean more business! So remember—if YOU want to 


make sales, advertise where sales are being made! 


*Factor established by U. S. 1937 biennial survey of education. 


O < 2 } \\ 
e ’ “ | DICK LEWIS, General Mgr. KVo 
i ooo NOC RED, see 
~wec RED RED». gy UE 
GAZETT pa ng 
AND The ABC of Radio In Arizona! 


BOB HALL, National Advertising Manager = Representatives—Williams, Lawrence & CresmerCo. = @ —— Representatives—Paul H. Raymer Company | 
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ADVERTISING AGE 


September 11, 1939 


Paging through the August 


PRACTICAL BUILDER 
with its 70,000 readers 


Brick lettering adds interest to design of industrial structure and provides advertisement that will last the life 
of the building 


One of Lee Perry's Westminster 

Ridge houses, selected by the 

American Gas Association in bet- 
ter housing campaign 


“He's gonna sit there until the 
boss comes across with a vacuum 
cleaner. He says it ain't fair that 
everybody on the job but him 
gets to use power equipment” 


A Stanley electric 
plane smoothes 
the edge of the 
door three to 
five times faster 
=~. than a hand 
. plane would do it 


Fred Hoeppner & Sons, builders 

of Appleton, Wis., carry on two 

jobs side by side with a Porter- 
Cable radial arm saw 


Ss 


For hoisting ma- { 
terials, this 
Jaeger hoister 
and self - raising 
tower speeds” 
operations tre- 
mendously 


Right: A new surfacing added to 

Johns-Manville line, coated on 

one side with a light ivory color, 

with new method of making dec- 
orative joints 


The illustrations above are, of course, only a fraction of their size in PRACTICAL BUILDER 


est to the practical builders who control 90% of the resi- 
dential and light commercial construction—and who 
read the paper designed exclusively for them. 


PRACTICAL BUILDER 


59 E. Van Buren Street 
Publishers also of BUILDING SUPPLY NEWS 


a 


T..r 


These four duplex residences were built by D. O. Ford of Ft. Smith, Ark., 

for the owner, who was interested in a rental proposition. Besides altering 

the fronts of the houses, placing of entrances was modified to overcome 
similarity in appearance and ridge lines were skillfully altered 


In the new section— 
PRACTICAL JOB EQUIPMENT 


Just about a mortise-a- 

minute for this worker 

with his Carter lock 
mortiser 


Portability of elec- 

tric job equipment 

increases construc- 
tion efficiency 


Four-wheel, end discharge Jaeger 
concrete mixer at work at Astoria, 
L. |, on a big housing project 


Electric-powered Skilsaw used for 

cutting framing timbers. By “gang- 

ing’ the work to be cut, much 
time and labor is saved 


How scaffold brack- 
ets are applied to 
fiber insulation 
board sheathing, 
hooked or nailed to 


of uew® 
stud , 


Reinforced concrete 
bond beams placed at 
top of masonry walls in 
building 30 concrete 
block houses in 
California 


HE “how” of building materials and 
equipment is of never-ending inter- 


CHICAGO 


Newspaper Linage 
Holds Steady; 
Gains Anticipated 


(Continued from Page 1) 
survey of newspaper linage from 
coast to coast are as follows: 

NEW YORK—Both local and na- 
tional linage picture improved here, 
although it is difficult to say 
whether or not the international 
situation is in any way responsible. 
The four morning papers showed a 
10.6 per cent gain for the first eight 
days of September compared with 
the same period a year ago. Five 
evening papers were up 0.7 per cent 
for the first seven days of the 
month. 

PHILADELPHIA — Linage run- 
ning about normally. Slight in- 
crease in local and automotive. 

DETROIT — No appreciable 
change noted in overall linage pic- 
ture. 

LOS ANGELES —No noticeable 
effect. Local and national running 
normally. 

CLEVELAND—Total linage well 
ahead of comparable week a year 
ago. Steamship copy cancellations 
only war effect detected. 

BOSTON — Although national is 
down from last year, record is not 
attributed to war. Slight increase 
in local linage credited to circula- 
tion jump due to war editions. 

PITTSBURGH — Steamship copy 
cancellations only direct war effect 
noted here. Both national and 
local linage normal. 

WASHINGTON — National down 
somewhat due to travel cancella- 
tions. Department stores optimistic, 
expected to continue normal sched- 
ules, but slight drop may be noted 
in elimination of certain food copy 
by retailers. 

MINNEAPOLIS—Little change in 
linage noted, although in some in- 
stances retail food copy has in- 
creased. 

ST. LOUIS—Slight drop in groc- 
ery linage, other local continuing 
normally. National unaffected, ex- 
cept for one cancellation due to 
importation difficulties. 

CINCINNATI — Although steam- 
ship and foreign resort copy is ab- 
sent, total volume about equal to 
same week last year. Boom in ma- 
chine tool industry expected to in- 
crease city purchasing power with 
consequent business improvement. 

KANSAS CITY —National and 
local linage holds steady with sub- 
stantial increases expected, especi- 
ally in retail food classification. 
Chaotic price condition this week 
blamed for failure of boom to reg- 
ister immediately. 

ALBANY — National volume up 
over comparable week last year, 
but increase is said to be unrelated 
to war. Linage rise expected due 
to increased circulation of war 
extras. 

LOUISVILLE — Linage slightly 
ahead of last year, continuing 
steady upward trend. Local outlook 
favorable with retailers expressing 
optimism in future. 

BUFFALO—Total linage up, con- 
tinuation of year’s steady climb. 
Increased industrial activity here 
held chief factor favorable to adver- 
tisers. 

SEATTLE — Both local and na- 
tional up sharply, although no in- 
dication that gains can be attributed 
to war. Food linage chief gainer. 

PORTLAND, ORE.—With excep- 
tion of single small account which 
depends on French imports, evi- 
dence of war effects absent here. 
Locally grocery copy expected to 
show increase. 

TOLEDO—Steady linage gains re- 
ported here but newspaper execu- 
tives believe the progress is not due 
to war effects. Still too early to 
gauge influence, is general opinion. 

CHICAGO—The outbreak of war 
had little apparent effect on news- 
paper linage. Total advertising in 
all papers from Monday, Sept. 4, 
through Friday, Sept. 8, up 1.1 per 
cent over comparable 1938 figures. 
This comparison does not include 
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1938 linage for the now suspended 
Herald & Examiner or evening 
paper linage Friday. 


Feminine Smile to 
Keynote Drive for 
Timken Bearings 


(Picture on Page 39) 


Canton, O., Sept. 6—The Timken 
Roller Bearing Company has turned 
to the charm of a feminine smile 
for the inspiration of a new slogan, 
“Miles of Smiles,” which will key- 
note its campaign in 125 business 
papers and The Saturday Evening 
Post, R. P. Kelley, advertising man- 
ager, said today. 

Mr. Kelley explained that the 
basic idea of the drive is an appeal 
that would apply to the bearing 
market in the railway field and 
would at the same time be applica- 
ble also to those diversified fields 
in which the company operates. 


Girl Dominates Copy 


A full page in this week’s Post 
gave dominant space to a photo- 
graph of a smiling girl, headlined, 
“Miles of Smiles.” Beneath this was 
a drawing of a streamlined train 
leading into copy which pointed out 
that “the most contented railroad 
passenger is the one made most 
comfortable. Timken Roller Bear- 
ings effect comfort for the travel- 
ing public such as it never before 
experienced.” 

The broadness of the appeal is 
evident in further copy directed at 
operating officials. ‘The most con- 
tented railroad executive,” it com- 
ments, “is the one who sees oper- 
ating costs decline—volume in- 
crease. Timken bearings’ effect 
economies, maintain schedules, 
eliminate hot boxes and old time 
troubles as never before.” 

The use of Timken bearings by 
other than the railroad industry 
was emphasized in a “notice” set 
off from the main copy. This urged 
readers to “look for the trademark 
Timken on every bearing, whether 
buying new equipment or replacing 
a Timken bearing in your automo- 
bile or truck, industrial or farm ma- 
chinery.” 


ADVICE TO 


TRAVELERS: 


Who Want More 
Time at Home! 


DO YOU KNOW that thousands 
of business men practically elimi- 
nate nights away from home... 
enjoy much more time with their 
families— by flying TWA! 

CHICAGO-TO-NEW YORK ordi- 
narily takes 16 hours. You do it 
in 4 via TWA! 8 flights a day each 
way—2 Nonstop . . . fare $44.95 
COAST-TO-COAST — overnight 
via the ‘“‘Sky Chief’’ — fastest 
transcontinental service . $149.95 


YOU DON’T PAY A PENNY above 
fare and berth. Meals are free. 
No tipping. Air trip costs are 
often as low as for rail travel! If 
time means money to youmyou 
can't afford not to fly! 


10% Discount on round trips! 
PHONE Travel Agent or TWA tor rates anywhere. 
_— en eee 
Transcontinental & Western Air, Inc. I 
Kansas City, Missouri 


Send FREE BOOKLET on TWA service to ! 
BOTH FAIRS ~—with stopovers at Boulder | 
Dam and Grand Canyon! 


i 

1 Name ! 
{ Address I 
' ! 

{ City " 


SHORTEST, FASTEST 


COAST-70-COAST 
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IS THIS THE AMERICAN WAY? 
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* The average American uses soap 365 days a year...and dozens of other things 


to make him or her look pretty, feel clean and smell nice. Yet the average,man- WHAT WERE THE NEWSPAPER SPACE 
ufacturer of toilet requisites was all washed up with newspaper readers in 1938 REQUISITES OF TOILET REOUI 

after telling them about his product an average of 19.6 days out of the year! Q ADVERTISERS IN om SITES 
And then whispered his message with the timid appeal of advertisements aver- oi 


aging slightly over a half column! The following analysis of linage use by Toilet Requisites 


Is this the American way of hard-hitting, thorough-going volume selling? advertisers in The Daily Oklahoman, morning and Sunday, 
Is it sound sales strategy to hobble one’s best salesman...the one who, any time in 1938 is typical of most U. S. cities over 100,000. 
any season, can push the buttons which bring immediate, mass consumer action? ‘ oa 
a : Total Toilet Requisites accounts ;, 38 
What soap maker today KNOWS what advertising in NEWSPAPERS 
Average number weeks represented 15.1 


one, three or five times a week throughout the year would do for his sales? 
Few, if any, have ever made the experiment...or even thought of it! 

We challenge the spenders of national advertising appropriations to USE Average lines per advertisement 158.7 
newspaper advertising copiously and frequently...and watch the amazing re- Average total lines per account per year 3002.3 
sults of previous scanty efforts multiplied manifold! 


Average number advertisements per year per account 19.6 


@ This is one of a series of advertise- 


7 
ments sponsored by The Daily Okla- THE DAILY UnLALT 7 ive AN 2 OKLAHOMA CITY TIMES 


homan and Oklahoma City Times in 
the interest of a better understanding 


between advertisers, advertising agencies THE OKLAHOMA PUBLISHING 


and publishers. 


COMPANY 


OKLAHOMA CITY OKLAHOMA 


THE FARMER-STOCKMAN * MISTLETOE Express *« WKY, OKLAHOMA City *« KVOR, CoLorapo Sprincs *« KLZ, DENvER (Affiliated Mgmt.) # THE Katz AGENCY, INC., REPRESENTATIVE 
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Survey Reveals Beer 
Gaining Favor as 


National Beverage 
Nearly One-Half of All 


Urban Families Now 
Drink Beer 


New York, Sept. 6.—Evidence of 
the success of both the individual 
and collective promotion efforts of 
the brewing industry was revealed 
today in a survey conducted by the 
Psychological Corporation which 
shows that 48.1 per cent of the na- 
tion’s urban families are now beer 
consumers. 

The survey was made for the 
American Can Company and repre- 


WHERE BEER IS BOUGHT 


INDEPENDENT 
GROCERS. 


ilies buy. 


Distribution outlets for off-premise con- 
sumption of beer are shown in this chart. 
It is pointed out that state regulations 
to a great extent determine where fam- 


in May, 1938. 
previous high mark of 47.5 per cent 


It also exceeds 


the 


sents a continuation of research| reported in November, 1936. 
started in 1936 and _ continued Total beer sales have very closely 
through November, 1938. The re-| followed the changing percentage of 


port is based on 100,000 personal in- 
terviews in cities only. 


beer 


consuming families. 


Sales, 


families who are beer 


The current percentage of urban 
consumers 


however, continued to gain in 1936 
and 1937 when the percentage of 
beer consuming families was wan- 


to rise until May, 1938. It was at 
this point that the percentage of 
beer consuming families also started 
on the upward trend. 

The survey also reflects an in- 
crease in home consumption of beer, 
although the percentage of those 
who drink beer only at home is de- 
clining, as well as that for those 
who drink away from home only. 
In November, 1938, 55 per cent of 
beer purchasing families drank the 
beverage both at home and away. 
Thirty per cent drank it at home 
only, and 15 per cent drank away 
from home only. In November, 
1936, the “away from home only” 
group accounted for 19.8 per cent 
of the total; in November last year 
the figure was 15.6 per cent. 

Analysis of these figures by in- 
come groups reveals that families 
in the upper income brackets are 
more likely to consume the bever- 
age at home than those in the lower 
economic groups. “At home” con- 
sumption is reported at 48 per cent 
for the upper income group, declin- 
ing to 34 per cent for the lowest 
income group. The survey, how- 
ever, does not list the actual income 
ranges from which these groups 
were drawn, classifying them only 
as A, B, C and D. 


PICTURE OF FAMILY BEER CONSUMPTION 


472, ATHOME 
3% AWAY FROM HOME ONLY 


* 


37% 


26% AT HOME 
11% AWAY FROM HOME € 


How the proportion of beer drinkers to total population varies in different sec- 


tions of the country is shown in this map. 


Within each of these geographid 


divisions the percentage of families buying beer follows substantially the same 
pattern insofar as economic groups are concerned. 


show Easterners at the top with 51 
per cent. Midwestern states rank 
second with 47 per cent, the Far 
West has 45 per cent and the South, 
37 per cent. 

The largest percentage of beer 
consuming families was found in 


Following Milwaukee were these 
cities: St. Louis, 62 per cent; New 
York, 61 per cent; Buffalo, 57 per 
cent, and Cincinnati, 55 per cent. 
Birmingham, Ala., ranked lowest 
with 27 per cent. 

Neither these figures nor others 


shows a substantial gain over the| ing. Sales turned downward in Milwaukee. 


low point of 42.1 per cent recorded 


May, 1937, and did not again begin 


Geographic divisions of the per- 
centage of families consuming beer 


ter an in 
shen” eee cves® 
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gover si getty * 


Here 70 per cent of 
all families said that they buy beer. 


une » 
neet 


in the survey concerning beer pur- 
chases reveal the frequency of such 
purchases, although it is shown that 
25.8 per cent of all beer purchasing 
families buy six units at a time. 
Case lots were purchased by 20.4 
per cent; three units by 25.4 per 
cent; 12 units by 11.7 per cent; one 
unit by 8.2 per cent. In contrast 
to this latter figure are the 3.1 per 
cent who buy beer by keg units. 

Independent grocers lead other 
outlets in beer sales for home con- 
sumption with 24 per cent of the 
total. Chains were shown to have 
16.3 per cent; taverns, 19.2 per cent; 
drug stores, 7.8 per cent, and liquor 
or package stores, 4.3 per cent. 

The survey also shows a consid- 
erable gain in the number of fam- 
ilies buying beer in cans. In May, 
1936, this type of container ac- 
counted for 18.9 per cent of the 
total. In November, 1938, this per- 
centage had gone up to 25.4 per 
cent. Emphasized in the survey is 
that this indicates a relatively larger 
gain in actual sales of canned beer, 
inasmuch as many more families 
were buying beer last November 
than was the case in May, 1936. 

Dominance of the American Can 
Company’s Keglined container is 
stressed in figures showing that of 
all canned beer purchasers, 78 per 
cent said that they purchased a 
product packed in this container. 


To Ruthrauff & Ryan 


Ruthrauff & Ryan, Chicago, has 
been appointed to handle the ad- 
vertising of Chicago Venetian Blind 
Company. Newspapers, magazines 
and business papers will be used for 
Alumilite blinds. 


Wolf Joins Pflaum 

Walter C. Wolf has joined Stanley 
Pflaum Associates, Chicago, as art 
director. He was formerly art direc- 
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Sell Creative Carton and 
Label Packaging 


@A large and progressive Eastern 
Manufacturer of fine labels and 
folding cartons offers a RARE op- 
rtunity to one or possibly two 
igh grade salesmen with qualifica- 


ewer . jon 8 tions and experience far above aver- 
at produc 9 f ‘ b ds. Substitut age. Production and personnel have 
tive rT been developed to high degree of 


perfection and efficiency. Quality 
ranks with finest the industry pro- 
duces. Applicant must be of excep- 
tionally high calibre . . . a man of 
commanding appearance and per- 
sonality, one accustomed to deal on 


an equal footing with _—— execu- 


tives and buyers in the food field. 
A permanent position, with ample 
remuneration to a man with ability 
to produce. Our organization has 
been informed. Inquiries held in 
strictest confidence. 


Address Box 
1861, Advertising Age. 
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Interest-Com pellin g Pa ges, 


For and About Women,” 


Rank Supreme in the Homes 


of Metropolitan Chicago's 
Able-to- Buy, 
Influential Families 
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* T From 


Adverrisers themselves—through years of ex- 
periencing direct, traceable results—have demonstrated the 
effectiveness and economy of The Chicago Daily News’ home 
circulation in reaching the women who buy. More Total 


Display, more Retail, more Department Store, more Toilet 


Requisites, and more Grocery Adver- 
tising is placed in this medium than 
in any other newspaper in Chicago— 
morning, evening or Sunday.” 

This preference of advertisers, 
whose success depends upon constant, 
volume sales, testifies to the respon- 
siveness of The Chicago Daily News’ 
women readers. 

A distinctive and dramatic section 
—‘“For and About Women”—‘is read 


by these women of metropolitan 


se 


hee 

5 

’ 
% 


The Chicago Daily News has greater Home 
Coverage and reaches more Able-to-Buy families 
than any other daily newspaper in Chicago. Its 
circulation, penetrating every section of the city 
and suburbs, exactly parallels purchasing power. 
Over 1,000,000 persons among 430,000 fam- 
ilies regularly read this newspaper. 


Chicago every evening. Edited by Leola Allard, these pages 
enjoy a national reputation for excellence. Their content, 
illustrated with striking photographs, covers the whole 
range of subjects of interest to the modern, progressive 


women of today: Society; fashion and beauty news; authori- 


tative articles and columns dealing 
with the home, the garden, etiquette, 
child care and the planning and prep- 
aration of meals. 

In short, this newspaper takes par- 
ticular care that its women readers 
enjoy the best that is to be offered in 
newspaper publishing for thorough 
and leisure reading in their homes. 

The records indicate how productive 
and profitable women-appeal adver- 


tisers find The Chicago Daily News. 


% Source: Media Records, Inc. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION 


IN THE CITY 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 
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Commodity Price Trends 


The most important effect of the | 


European war on the American 
economy is the sharp rise in com- 


modity prices. Security markets 
have likewise strengthened, but 
from the standpoint of actually 


carrying on the business of the na- 
tion, the price level of raw materials 
and finished goods is a far more 
significant element. 

Some price increases are healthy 
and to be approved, because of the 
fact that in many lines of business 
they have been too low. On the 
other hand, there is real danger in 
too rapid advances, which would 
upset the operations of industrial 
and domestic consumers and make 
future commitments dangerous. Yet 
the speculative influences which are 
pushing commodity prices ahead 
may be too powerful to be resisted. 

In the steel industry, for example, 
there is strong resistance on the part 
of large producers to increase prices, 
even though it is agreed that prices 
have been below the point at which 
most steel makers can show a profit. 
Yet the industry has no desire to 
enter an era of rapidly rising prices 
which might justify the term of war 
profiteering. Some price increases 


can hardly be avoided, but the sen- 
timent of the industry in favor of 
resisting a runaway market is 
worthy of commendation. 

Prices of consumer goods, such as 
foods, are already showing sharp 
increases. With wheat prices soar- 
ing, and other grains advancing 
with it, the costs of cereal makers 
and flour millers have already taken 
a sharp upward trend. This will 
make their operations of production 
and merchandising more difficult, 
since it will be almost impossible 
to guarantee retail prices very far 
ahead. On the other hand, increases 
in prices of farm preducts are badly 
needed, and within reasonable limits 
will help the farmer without unduly 
burdening the consumer. 

The United States of America is 
in good condition, economically and 
psychologically, to meet the addi- 
tional strains imposed by war 
abroad. The great problem at pres- 
ent is to avoid speculative excesses. 
We have potential inflation to guard 
against, and hence sound business, 
on a reasonable price level, is an 
objective which both industry and 
government will work to achieve 
and maintain. 


Economics of Advertising 


Costs of distribution, including 
advertising, are being studied by 
the Twentieth Century Fund, whose 
publications dealing with various 
phases of its research are attracting 
wide attention. The reports should 
be studied carefully by all inter- 
ested in the economics of distribu- 
tion and advertising, since the care 
and scientific with which 
the material has been compiled and 
evaluated assures an important 
place for work in business as 
well as academic fields. 

We 
the 


accuracy 


its 


inclined to believe 
the 


are 


that 


authors of reports of the 


Twentieth Century Fund lean over | 


backward in their efforts to discuss 
advertising without being unfair to 
anti-advertising 


critics. The com- 
mendation of advertising of new 
products, for which markets must | 
be created, and the criticism of 
purely competitive advertising, on 
the ground that it merely diverts 
demand from one brand to another, 
smacks too much of the Tugwell | 
pl hy which attacked adver- 
Using in the early stages of revising 
the fo and drug act 
In tl connection it might be | 
noted that the leading newspape1 
advertisers of 1938, as reported by 
the Bureau of Advertising, were the | 
R. J. Reynolds Tobacco Cor 


npany 


and the Liggett & Myers Tobacco 
Company. Both make cigarettes, 
and the advertising of both is 
largely of the competitive type be- 
moaned by academic critics of ad- 
vertising. Yet can it be doubted 
| that this so-called uneconomic ad- 
| vertising, which is primarily in- 
|tended to divert demand from 
competitive brands, has actually in- 
creased the demand for all brands? 

The consistent and spectacular in- 
|}ereases in cigarette consumption 
prove that the effect of all of the 
competitive advertising carried on 
| in this field has been to increase in- 
terest in the product and conse- 
quently to spur consumption. 

The same situation prevails in 
the dentifrice field. While most ad- 
|vertising of tooth tooth 
powders, liquid cleansers and sim- 
ilar products its 


pastes, 


has as primary 


| speed and scope of communications, 


purpose competing for the present | 


available business, there is no doubt 
that this advertising has increased 


interest in oral hygiene and en- 
| listed many new users under the 
| banners of leading dentifrice 
brands. That is all to the good, as 


far as the public is concerned. 

Thus competitive advertising, in 
these as in other fields, does a valu- 
able job both for producer and con- 
sume! 


Be 
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"The grocery was giving one away 


AFTER ALL, A PREMIUM'S A PREMIUM 


Progressive Grocer. 


with six cans of pineapple.” 


Ad-libbing 


Notes of a Listener 


With thumb and forefinger 
skinned to the bone and ears ap- 
parently permanently in the “alert” 
position from a week of almost 
continuous listening for war news, 
we’re still having considerable dif- 


ficulty in classifying our impres- 
sions of radio coverage of the 
crisis. 


Impressive—and indicative of the 
problems which broadcasting faces 
apparently without wincing — is 
the tremendous number of programs 


whose sponsors won’t be paying 
network bills this week because 
their programs were interrupted 


or completely shoved off the air by 
bulletins, communiques, comments 
and short wave hook-ups. Even 
the most carping critic of radio can 
scarcely find anything to criticize 
in the manner in which all radio 
marshalled its forces to keep the 
American people informed, doing 
a magnificent job under difficulties 
which will probably be never ap- 
preciated fully by ordinary listen- 
ers. And, incidentally, to one who 
has seen his share of newspaper- 
radio warfare (now happily swing- 
ing away from the bitterness of a 
few years ago) it was something 
of a satisfaction to note how these 
two mighty agencies of news dis- 
semination worked together during 
the crisis. More often than not it 
was the press service correspondent 
or the individual American news- 
paper’s man who brought the radio 
audience a first hand account of the 
current news in this or that capital 
of embattled Europe. 

But this is a _ strange 
which, despite the 


war, in 
unprecedented 


real news seems almost as scarce as 
if the battles were being fought in 
the wilds of Asia, days away from 
microphones, telephones and tele- 
graph instruments. And so, sand- 
wiched in with the few items of news 
(carefully doled out by extremely 
close-mouthed censors) came mas- 
terpieces of descriptive talking, 
reminiscent of the sound tracks on 
our better travelogs. Hundreds of 
words about the loveliness and the 
majesty of the Parisian moon, the 
beauty of the trees lining the boule- 
vards and avenues of this or that| 
city; the look of wonder, or fright, | 
or patient resignation, or religious | 
fervor on the face of this hotel | 
porter or that street urchin whom | 
your correspondent had just seen | 
on his way to the broadcasting sta- | 


tion; the calm, almost lethargic 
manner in which the residents of 
London, or Berlin, or Warsaw or 


Paris accepted the opening of hos- | 


| shoreline.’ ” 


And the shock, to pleased, hand- 
folded housewives listening to their 
daily quota of cheerful, homey 
radio serials when, time after time, 
sure-voiced announcers broke in 
with the latest word of ultimatums, 
or ship sinking, or “contact” with 
the enemy. 

It was an exciting time, but we’ve 
had our fill, and we’re ready to call 
the whole war off. If we have any 
outstanding impression, it is the 
very definite one that almost any 
school child in the United States 
now knows more about the whole 
picture of the European war than 
anyone in any of the European 
countries, with the possible excep- 
tion of members of the governments 
involved or their general staffs. 
This state of affairs was constantly 
emphasized by newscasts and news 
reports from various of the warring 
countries, in which commentators 
and press representatives alike not 
only indicated that they knew little 
or nothing of events in foreign 
countries, but frequently quoted 
(from official sources) material 
diametrically opposed to that which 
had just been issued in some other 
country. 

P. S. For that department of 
“wackiest picture of the fortnight” 
which a contemporary publishes, 
may we respectfully suggest the 
wirephoto appearing in the news- 
papers last Wednesday, which 
showed Herr Hitler surveying op- 
erations on the eastern front care- 
fully shielded from enemy fire be- 
hind a brush camouflage, while a 
couple of aides stand in the open 
in front of the protective brush, 
looking on at the picture-taking 
with apparent unconcern both for 
the enemy fire and the verisimili- 
tude of the photograph. 


Jottings 


Take this just as it came to us: 
“Feature of the Door County (Wis.) 
Cherry Harvest Festival here July 
23, which attracted some 100,000 
persons, was a public wedding in a 
64,000-gallon tank of cherry juice 
and the biggest advertisement from 
the point of view of space, ever set 
up about Door county in the form 
of 25 refrigerated cars, provided by 
the A. and W. Railway Company, 
and containing 1939 pack. Each 
car carried a huge hoarding and 
the whole train, stretching the full 
width of the bay, spelled out the 
sentence, ‘A whole trainload of 
Door county cherries; shipped to 
markets of the world. Door county 

-Wisconsin’s air conditioned play- 
ground 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1536. Pacific Coast Markets. 


Sunset Magazine, San Francisco, 
has issued this booklet which con- 
tains an analysis of its circulation 
in California, Oregon and Washing- 
ton by counties and towns. 


No. 1533. Register City. 


The New Haven Register has 
issued this study of the New Haven, 
Conn., trading area, covering popu- 
lation, buying power, retail sales 
and other market data. The broch- 
ure stresses the value of “Register 
City” as a test market, outlining its 
diversity of population, pursuits 
and income. 


No. 1534. Rate and Data Catalog. 

This 1939-40 edition of the Rate 
and Data Catalog of the high school 
market, issued by Richmond Adver- 
tising Service, covers rates, circula- 
tion and other data for 625 high 
school newspapers, magazines and 
year books published in 33 states 
and the District of Columbia. 


No. 1508. The Story of Phoenix 
Arizona. 


This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 1532. How We Keep House. 


Reader-Editors of Woman’s Home 
Companion, a cross-country group 
of readers of varying incomes and 
ages, who function in an advisory 
capacity, supply the information on 
housekeeping methods contained in 
Reader-Editor Report No. 25, issued 
by the Companion. What they use 
to clean silver, lamps, pewter, win- 
dows, how often they do or have 
done the various cleaning jobs of 
the household, form some of the 
many tabulations. 


No. 1526. The Inside Story of the 
Outdoor Man. 


This reader survey, issued by 
Hunting & Fishing-National Sports- 
man, reveals the purchasing power, 
buying habits and general activities 
of the publications’ reader families. 
The study shows an extensive mar- 
ket for all types of general con- 
sumer products, as well as for 
sports equipment. 


No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 
has issued this 24-page booklet 
which describes the news, editorial 
and feature contents of the paper 
and its Weekly Magazine Section, 
and sets forth its journalistic stand- 
ards and practices. 


No. 1528. KFH—That Selling Sta- 


tion for Kansas and Northern 
Oklahoma. 


Interesting and profusely illus- 
| trated, this new brochure issued by 
Radio Station KFH, Wichita, pro- 
| vides a thorough study of the Wich- 
ita trade territory—the station’s in- 
|tensive coverage area. Details are 
given about the section’s diversified 
|industries and the buying power 
| they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


No. 1524. 
out It. 
This folder, issued by Radio Sta- 
tion WOWO, Fort Wayne, compares 
the station’s coverage and time cost 


It Isn’t Complete With- 


259 miles of scenic| With the seven largest newspapers 


|in WOWO's Indiana listening area. 
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Why, in its first five issues, does “Farm Journal and Farmer's 
Wife” carry more pages of advertising—and more advertisers— 


than any other rural magazine? For these four very basic 


reasons: 


I. Because this magazine is edited to put the great- 
est’ possible amount of useful information into 
2,485,000 homes. 


2. Because it informs rural men, women and children 
on every subject that concerns their business, their 


home life, their culture, their recreation. 


3. Because it alone interprets news to rural families 


on a four-day writer-to-reader schedule. 


A. Because “Farm Journal and Farmer’s Wife” delivers 
the advertiser’s message into more homes, in more 
counties, than any other magazine in America. 


_ NOW OVER 2,485,000 NET PAID 


* ae” al 
at 


The Largest Rural Magazine in History 
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| ample, such shows as Good News of 
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HINTS FOR BEER LOVERS Reports Higher groups were uncovered. For ex- 
é Ratings on Average 1939, Ford Sunday Evening Hour, 


New Regulations 

et Ss 729% 5 . Si e 
i Jow Cold should good Beer and Ale be? . ot to one, Tw Case, Chai 2s 
in Offing for How Gold should goo eer and Ale be Radio Shows 


{Sanborn Hour, Big Town, Melody 


oe toed yop New York, Sept. 6—Average rat- | and Madness, Hout ot eat thorns 

W B d f she peuner"head" 2nd do Get ing given by Cooperative Analysis | — ‘ 8 heey tg - 
ar r0d (as $ | a of Broadcasting for all evening radio | 294 Endermaon — —— pre- 
eryor oly, Her ple shows during last winter increased | @ominantly to higher income groups 


ture carcfully. If too cold, dip 
contamer in “warm water 


Washington, D. C., Sept. 6.—Spon- | 
sorship of radio news commentators 
will be a hazardous enterprise if ad- 
vance reports as to the severity of 
regulations being prepared by the 
administration are correct. While | 


from 8.8 per cent to 9.3 per cent, Cited as shows which appeal pre- 
and the number of daytime shows dominantly to the lower income 
rating over 5 per cent was almost | leveis were Carson Robinson, Plan- 
doubled from the previous year, ac- | tation Party, Mary and Bob, Lum ‘n 


Get the delicious full d& prs of 
fervor in kastside Beer and Ale 
Serve it at 42 degrees 


EASTSIDE 


cording to a report just sent to CAB Abner, Major Bowes and National 


seer ane c sho . . ‘ vat “© slaccinrs 
Ceo and Nie Creates subscribers. hory Dance. In general, classical 


erved at a tempera- 


the intention is said to be to protect | pricey osany | - The number of evening shows rat- | 4nd semi-classical programs, and 
the listening audience from propa- ee BEER ing 10 per cent or higher increased | Commentators, appeal largely to up- 
ganda and to preserve this country’s ona meh opty & ALE from 39 to 44 as compared with the | Per Income families. 

neutrality, some observers believe | pth of fluro previous winter, it was revealed. | aciasenieaeies 


that the restrictions may emasculate | 
such broadcasts. 
The Federal Radio Commission is 


, Other highlights of the 72-page re- | . 
| port include a complete analysis of Four Appoint Ray 


programs by income levels and type,|_ Howard Ray Advertising Agency, 


working with the White House and - : - ‘ i variations in ratings by geographical Los Angeles, has been appointed to 
the State, War and Navy Depart-| es Angeles Brewing Company, Los Angeles, has launched a campaign which | sections, and sectional leaders for al] | handle the following — Na- 
vents in drawing up the new regu- will tell beer lovers how to drink, serve, know, choose and cool beer and ale. commercial network programs | tional Watch Repairing Shops, Bev- 
mee a : bea : This insertion discusses the question of temperature, and mentions, quite nat- | , one : eee erly Hills; Marks Furriers; First 
lations. The supervision problem urally, that the company sells Eastside beer and ale. Lockwood-Shackelford Many interesting differences in presbyterian Church of Hollywood 


when Station KWK, St. Louis, cut 
off Dorothy Thompson, broadcasting 
on the NBC Blue network on a sus- 
taining basis. Robert Convey, presi- 
dent of the station, said the broad- 
cast was interrupted because he 
feared repercussions in several 
quarters from what he interpreted | 
merely as an expression of opinion, 
rather than a statement of fact. 
Miss Thompson was discussing Hit- 
ler’s address before the Reichstag. | 

Radio is the new factor in war, | 
being merely in the cradle during 
the conflict of 1914-18. Radio regu- 
lations confer extraordinary author- 
ity on the President of the United 
States in time of war or other emer- 
gency. If this country should be in- | 
volved in war, the President would | 
exercise life and death power over | 
radio stations. He could suspend or | 
amend, as he saw fit, all ordinary 
rules and regulations governing 
them. He could authorize the use 
and control of any such station and 
its equipment by any department of 
the government under such regula- | 
tions as he chose to prescribe. The 
station so treated would receive 
compensation under a method laid 
down by the statute. 

The Army and Navy Departments 
would require more complete radio 
facilities in case of war, indicating 
that many existing stations would 
be deprived of their facilities in such 
an event. 


Crane Expands 


Simmons’ Duties 

Crane Company, Chicago, has ap- 
pointed H. H. Simmons sales pro- 
motion manager, in addition to his 
duties of advertising manager. 

Russell G. Creviston, who has 
mc been sales promotion manager, has 
Ais been named to a new post, directo) 
Ras a of trade relations. 


was highlighted last Friday night, Advertising Agency handles the account. program tastes among economic | and Dayco Dental Products. 


Cramer Takes New Post 
L. F. Cramer, formerly genera! 


ee sales manager of Allen B. DuMont 

> on Laboratories, Inc., Passaic, N. J., has 
: rey been appointed to the same position 
; * with Wire Broadcasting Ccrpora- 


tion of America, New York. 
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house offers (stream 
line ideas” and sense 
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ful, Mustrated 48 pege 
beok! Send ter your 
copy today 
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Subordinated in the layout to the 


National Biscuit | graham crackers is Social Tea bis- 
it, which is rec ended for 
Copy Scheduled for a Ks dis oa as Po 


MORE THAN AN INDIVIDUAL JOB 


Benson & Hedges 
uxameme Latest Entry for 


dings and canned fruits. National -— | 

450 Newspapers Biscuit's Ritz cracker copy is con- = Economy Honors 

New York, Sept. 7.—National tinuing in a list of women’s maga- tea New York, Sept. 7.—A new con- 
Biscuit Company this week opened | zines. The account is handled by ag ae tender for honors among economy- 
: fall campaign on graham crack- | McCann-Erickson. ROME ‘ ‘x minded cigarette advertisers ap- 
ers and Social Tea biscuit, employ- = cere ee ~ peared this week when Benson & 
ing large space advertisements in 4 Gibson Begins Drive ai’ popmitabaiies | Hedges ran test copy in a New York 
450 newspapers in all sections of | Gibson Distilling Company, New ww FACTORIES sw PRODUCTS | newspaper, aGvising smokers mat 
the country except the Pacific | York, has begun a fall campaign in PRODUCTION LEveLs | \ irginia Rounds “weigh more, con- 
coast. In certain Midwestern sec- | apout 75 newspapers, using 200 and wie) | tain more tobacco and smoke longer 
tions “Honey-Maid” graham crack- _300-line insertions to promote its | wae es Or eS pis |than sixteen of the most popular 
ers are to be pushed instead of the | whiskies. The slogan used last year, | q*< é : oye ger eee z 


i} brands of cigarettes in America.” 


regular graham crackers. \“Great from the First Sip,” has been a Se a | The comparison by weight is said 


. ee a - nharacter. |retained and will be illustrated with 
, gl os povegg oleae sna {humorous drawings. Federal Ad- 
ize y the use of human interest | vertising Agency, New York, is in 
copy, dominated by poster-like il- | charge. 
lustrations of energetic youngsters | sicakcoaeniciaiaibsies 
at play. The graham crackers are | ° ’ 
suggested as answering all the re-| Esslinger's to Lamb 
quirements of a between-meal food. | _ James a Comeaty ome. 
Among such requirements listed are i banal a ele — 
that the food must be appealing, |Philadelphia, brewer. Newspapers 
must not spoil appetites, and should 


‘and outdoor advertising will be | 


By emphasizing a “teamwork theme in its fall-winter campaign, Trane Company, 
LaCrosse, Wis., will spotlight the three important elements that figure in Trane 


| to be a new selling point in the field. 
While plans for extension of the 

| theme on a national scale will await 
|}results here, spokesmen said the 
| copy represents an entirely new tack 
| for Virginia Rounds, which has been 
|pushed as a “quality” cigarette in 
|a number of class magazine. Al- 
though the “more for your money” 

appeal predominates in the new ad- 


be easy to get and serve. used. 


equipment sales—local contractor, architect and consulting engineer. 


vertisement, quality is also stressed. 


Blue Network multiplies signal strength in Los Angeles...another bonus 


for advertisers on America’s most economical national medium 


In Los Angeles... America’s fourth larg- 
est buying market... listeners now tune 
in at 780 on the dial for KECA. And 
thousands of new families... rich and 
with three chickens in the pot... are 
brought in as added coverage by KECA’s 
new transmitter location, nearer to the 
better residential areas. 

This apparent miracle was accom- 
plished by taking over KEHE’s frequency 
and also its transmitter. A simple thing 
to do, but one which overnight reduced 
local competition for listeners, by elim- 
inating one station, and at the same time 
combined KEHE’s best features, as well 
as its habitual audience, with KECA’s — 
thus opening up to Blue Network adver- 
tisers a much larger slice of Southern 
California’s best buying market. Natur- 
ally, present Blue advertisers gain these 
benefits at once. 

The famous Blue discount plan enables 
advertisers to “go national” on indeed 
a modest budget. Now at no extra cost 
Blue sponsors may reach several hundred 


thousand additional homes in the coun- 
try’s fourth largest market. KECA’s new 
frequency and transmitter location mark 
the Blue, Network’s most important im- 
provement since the Blue discounts. For 
not only has it brought Blue advertisers 
a big circulation boost... but does so 
without costing one penny more. 

This great national advertising medi- 
um...the NBC Blue...has its stations 
strategically located to reach 95% of all 
radio families in America’s major markets 
—and don’t forget, too, it serves a goodly 
part of the small town and rural audience. 

To sum up, you’d “Better Buy Blue” 
for topnotch coverage at lownotch cost... 
as so many other smart advertisers are 
doing. Get full details on the network 
which made an all-time Crossley peak 
of 53.1% in listening audience with the 
Galento-Louis fight broadcast. And there 
are some good evening time periods still 
open on the Blue! National Broadcasting 
Company, a Radio Corporation of America 
Service. 


What happened when KECA's transmitter and dial position were moved ? 


Large increase in signal strength followed, 
notably in better residential areas. For ex- 
ample :In Hollywood area, Glendale,Burbank 
the new signal is 5 to 10 times as strong. 
In Wilshire section and Beverly Hills, 5 
times as strong. 


Southwestern area, including Culver City, 
Inglewood, Hawthorne 4 times . . . Santa 
Monica, including El Segundo and beach sec- 
tion 2 to 3 times as strong. Northeast area 
2 to 3 times as strong .. . and in Pasadena 
area 3 times as strong! 


“We do not ask you to buy Vir- 
ginia Rounds for ‘quantity’ reasons,” 
the copy states. “Smoke them be- 
cause they are made of nothing but 
the finest Virginia tobaccos ‘undi- 
luted’ with other tobaccos to 


; | change or produce flavor.” Hereto- 
fore Virginia tobacco has enjoyed 
more popularity in England than in 
America, it was said, and future B 

,& H copy will attempt to change 
that trend. Briggs & Varley han- 
dles the account. 


Buy Portland Agency 

Associated Advertising Service, 
Portland, Ore., formerly owned by 
Fred Bruechert, who died in July, 
has been purchased from the estate 
by H. H. MacGowan, formerly with 
the advertising division of Hearst 
Newspapers, New York, and E. T. 
Johnson, formerly with Block Ad- 
vertising Agency, Portland. New 
accounts include Coos Bay Associa- 
tion, Oregon oyster canners. 


N. Y. Club Starts Course 


The Advertising Club of New 
York will inaugurate the 16th series 
‘of lectures in its advertising and 
selling course with a free lecture 
on Oct. 16. In addition to the 26 
| lectures, extending through Feb. 29, 
there will be a series of clinics cov- 
ering copy, sales promotion, sales- 
men’s problems, advertising and 
radio production and retail pro- 
motion. 


Taylor on Own 

A. K. Taylor, formerly advertis- 
ing and publicity director of United 
| States Life Insurance Company, has 
|established his own advertising, 
publicity and public relations 
agency at 101 Fifth avenue, New 
| York. Acheson E. Lucey is vice- 
| president, and R. C. McLees, secre- 
tary. 


Appoints Lee-Stockman 

Eclipse Air Brush Company, 
Newark, has appointed Lee-Stock- 
man, New York, to handle promo- 
tion of its industrial spraying equip- 
ment. 


| 
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Georgia Bans 
Holidays, Schools 
from Liquor Copy 


Atlanta, Sept. 7.—Further restric- 
tions on liquor advertising have 
been announced by the Georgia 
State Revenue Department, which 


announced today that all holidays | 


have been excised from liquor pro- 
motion nomenclature. Furthermore, 
no reference may be made to any 
high school or college in the state 
or to any high school or college 
athletics or sport. 

Neither advertising nor labels 
may bear the likeness of Santa 
Claus, the department has ruled. 
Neither may distillers nor dealers tie 
their products up to Mother’s Day, 
Father’s Day, Memorial Day, Geor- 
gia Day, Independence Day or even 
Labor Day. 

The State Revenue Department 
ruling said that “it is the intent and 
purpose of this section to prohibit 


———— 


l in its entirety any advertisement 
of any alcoholic beverage that 


any of the occasions or times speci- 
fied.” 

The proscriptions apply to any 
and all media, the department ex- 
plained. 


Sponsors WPA Marketing 
Laws Survey 


The Department of Commerce has 
been granted permission to sponsor 
the Marketing Laws Survey, a 
Work Projects Administration proj- 
ect. 

The Survey will contain a com- 
pilation of all state laws affecting 
the marketing of goods from the 
point of production to the point of 
consumption. 


John Hay Promoted 


John H. Hay has been appointed 
vice-president in charge of sales of 
Standard Oil Company of Nebraska. 
He was formerly manager of the 
Billings, Mont., sales division of 
| Standard Oil Company of Indiana. 


makes reference in any manner to | 


ADVERTISING AGE 


| . 
Promotional 
Linage Slightly 
Higher in August 


Chicago, Sept. 7—Promotional lin- 
age in the advertising press during 
August was up somewhat from the 
July total, but fractionally down 
from August of last year, a report 
released here today indicates. 

The August total of 183,134 lines 
of promotional advertising com- 
pares with 176,862 lines carried in 
July, and 184,548 lines last August. 


Classifications Are Listed 


Accounting for the biggest sector 
of promotional copy, as for months 
past, were newspapers, with a to- 
tal of 52,318 lines during the month. 
This was 28.5 per cent of the total. 
Other important classifications, 
with their linage totals and percent- 
age of the field, were as follows: 

Magazines, 37,282, 20 per cent; 
radio, 20,874, 11 per cent; business 


| papers, 15,540, 8.48 per cent; farm 
papers, 14,714, 8 per cent. 

The publications upon which 
these figures are based, with their 
individual linage records for the 
month, are as follows: 


Joins “Farm Journal” 

R. H. G. Mathews has joined the 
Chicago sales staff of Farm Journal 
and Farmer’s Wife. He was a part- 


Chicago agency, before it was dis- 
solved several weeks ago. 


Boyle Joins Kling 

M. S. Boyle has joined W. O. 
Kling and _ Associates, Chicago 
artist and photographer, as rep- 
resentative and contact man. He 
has been art director for several 
Chicago agencies. 


The legion Parades... fv KST7TP 


OR the first time in history, on the 
occasion of its 20th Annual Con- 
vention, The American 


recently staged a special preview parade 


for broadcast and television. 


First in the Northwest, KSTP natur- 
ally was selected by The Legion for this 


broadcast. 


Starting as asmall test “preview” the 
parade grew into a demonstration with 


over one hundred 


Note to time buyers: KSTP goes to 50,000 watts in a few weeks. 


For rates and schedule, address Ray C. Jenkins, General Sales Manager, KSTP, 
Minneapolis-St. Paul, Minn., or National Representatives, Edward Petry & Co., Inc. 


thousand 


Legion thousands thronged 


As the Legionnaires pay tribute to 


their favorite radio 


tertainment, for civ 
people 


z “ 
s 


crowding downtown Minneapolis, block- 
ing traflic, halting business. Additional 


view the parade by television. 
millions of others in the rich Northwest. 
For action in the 8th Retail Market — 


turn to KSTP first — for news, for en- 


sale of your product. 


KSTP’s studios to 


station, so do the 


ic affairs, and for 


KSTP 


The Northwest Leading Radio Sation 


90,000 WATTS 


NBC BASIC RED NETWORK 


(IN A FEW WEEKS) 


ner in Ford, Browne & Mathews, 


SMALL SPACE EFFECTIVE 


PIPE SMOKERS 


mms ARE OPEN-MINDED 
ADVERTISING AGE (W) ...... 71,022 
Advertising & Selling (m).. 20,496 WHEN YOU HEAR a “loud. | 
Printers’ Ink (W) .....-.-. ee eo ee 4 ( 
Printers’ Ink Monthly...... 10,668 pipe smoker. He listens to reason, 
Sales Management (sm) 27,132 discounts rash statements. } 
S| a eer 21,490 AND THAT open-mindedness has, 


been a boon to Crosby Square. | 
This master blend of choice tobac- \ 
cos has depended entirely upon | 
pipe smokers. Their friendly praise 

raised it to national prominence. I 
NOW, ADVERTISING is spread- \ 
ing the message of Crosby Square 
—bringing the news of its fragrant, \ 
mellow smoothness to you. Try 

Crosby Square. We rest our case \ 
on your judgment. 


WRITE FOR A GENEROUS SAMPLE 
Send 6¢ in stamps to cover mailing. Mention 
our dealer’s name. Address CROSBY 
QUARE. 102 Delmar Bivd., St. Louis, Mo. 


CHRISTIAN PEPER TOBAECO CO. 
; ince 1852 


ime 


Magazine copy similar to this is credited 

with building demand for Crosby Square 

tobacco in the face of heavy competi- 
tion from better known brands. 


Kasko Whiskies 
Get Biggest Push in 
Company History 


Philadelphia, Sept. 6—Samuel 
Kasser, president of Kasko Distill- 
ers Products Corporation, revealed 
at a sales meeting here today that 
his company will embark upon the 
largest newspaper campaign in its 
history this month. 

Citing an upturn in sales of 
Kasko products during the first half 
of this year, Mr. Kasser declared 
that a minimum of 175,000 lines of 
newspaper space will be employed 
in the next four months, with all 
copy confined to 100 Pennsylvania 
papers. 

Kasko sells only in Pennsylvania. 
Its line includes Four Kings, Coun- 
try Gentleman Golden Corn, Kasko 
Maryland and Monogram whiskies. 
| J. M. Korn & Co. is the agency in 
charge. 


Taylor Joins “Star” 


Frank L. Taylor, publisher of the 
Portland News-Telegram prior to its 
suspension in August, has been 
named co-publisher of the Seattle 
Star, also Gwned by the Scripps 
League of Newspapers. 


Smith Joins Agency 

R. H. Smith, formerly’ with 
Faulkner Advertising Agency, At- 
lanta, has been named sales man- 
ager of Bennett Advertising Agency, 
Columbia, S. C. 


Stops Sunday Edition 


The Ohio State Journal, Colum- 


bus, has discontinued its Sunday 
edition. The Journal is a morning 
paper. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
ind suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 
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ADVERTISING AGE 


Profits, as every alert sales-minded advertising man knows, 
come biggest where volume sales come quickest. Our Market 
Research Department can show you with facts where that is in 
New York City. 


Take carbonated beverages, for instance—ginger ales, club 
sodas, lime and lemon rickeys, colas, flavored drinks, practi- 


cally everything that fizzes when you pour it. 44 per cent of this 


business in New York City is done by only 14 per cent of the 


grocery stores—the 14 per cent that serve the 17 per cent of the 


families classified as “above-average income.” 1000 such 


families buy as many bottles per week as 2990 middle-income 


families, as many as 4461 low-income families.* 


Soft drinks, breakfast foods, canned foods .. . it’s true of 
practically every generally advertised product—families above 
the average-income line are the easiest-to-sell, most profitable 
volume market available. Building sales for your product in this 
market is easy ... as easy as advertising in The New York Times. 
Because The New York Times concentrates your advertising 


where your advertising can concentrate on profitable selling. 


The New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
ADVERTISING OFFICES - BOSTON - CHICAGO - DETRCIT - LOS ANGELES - SAN FRANCISCO 


* Our Market Research Department has similar facts on 35 other, gro- 
cery and drug store products. Ask for the study that most interests. you. 
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aoe 


Voice of 


This department 


Sees Need for More 


Aggressive Promotion 

To the Editor: Now that the Eu- 
ropean war is an actuality, Amen- 
can business has new problems to 
cope with. One, and an important 
one, is the problem of consumer 
purchasing. The big question is, 
will the public in general, because 


of fear of self preservation, resort 
to severe economies; or will they 
throw caution to the winds and 


spend with abandon and unconcern 
for the future? 

Many businesses, 
decrease in consumer purchases, 
will begin slashing expenditures. 
They will cut down every possible 
production and maintenance ex- 
pense .. . postpone introduction of 
lines of merchandise . . 
cise strict control over 
tracts, 
what 
gram” 

In most firms sales control and 
affect directly the operation of all 
business. To retrict advertising of 
these firms now would be an unwise 
gesture it would be a serious 
handicap! Because sales will be 
more difficult to make, it is impera- 
tive that extra effort be put into ad- 
vertising to get those all-important 
sales. 


anticipating a 


new . exer- 
credits, 
payrolls and personnel. 
about their 


con- 


advertising pro- 


It is all right to eliminate, as far 
as possible, expenditures that are 
not vital necessities—but—ponder 


long and seriously before severing 
advertising appropriations. 
D. E. ANporFeEr, 
Baxter Landries Corporation, 
Grand Rapids, Mich 


British Have It 
All Figured Out 


To the Editor: 
edly 


You will undoubt- 
be interested in this clipping 


from a London newspaper. 
’ a Oe 
London, England. 


| Editor's Note: The clipping, sent to 
us by a prominent British advertis- 
ing man just before England de- 
clared war, showed in chart form 
the relative military strength of th« 
Allies as compared with Germanys 
and her possible supporters. sut 
most astounding of all, 
companying box which bore 
headline: “And besides this 
have the vast backing of America!’ 
The text then went on: 


Was ar ac 


“There is one mighty force not 
mentioned above—the moral force 
of the United States of America 
Which is already on our side. 

“What will this moral force 
bring? 

“It can bring capital, munitions, 


food supplies—and in the long run, 
perhaps, even troops. For nobody 
thinks that America can stand by | 


and do nothing while the 
ture of the British Empire 
other democracies is 


the 


and the 
threatened 


“Conside1 might of the United 


States. Population: More than 137, 
000,000. Manufacturing plants 
169,111. Value of goods made every | 


veal $5.759,763,062 dollars. Es» 


LCESS 


whole fu- | 


And | 


| Deming, 


| Deming's 


i happy cow 


| 
| 


lin about 


we | 
+) misplaced 


is a reader’s forum. 


Letters are welcome. 


the Advertiser 


JITTERBUG MYSTERY SOLVED 


CENTRAL 


HARDWARE 


TACKLE GOT EM 


1938: 
Ap- 
3,000 


of exports over imports in 

1,041,939,000 dollars. Air Fleet: 
proaching 7,000 military and 
naval aircraft. 

“The loss of Russia as a potential 
ally is more than counterbalanced 
for Britain by the actual adherents 
of the peace front and the firmer 
alignment of the United States with 
the cause of democracy and peace.” | 


7, FF F¥ 


Mistaken Identity 

To the Editor: Regarding 
letter you published in your 
21 issue together with a reproduc- 
tion showing a striking similarity 
between a news picture and the il- 
Justration in an advertisement on 
the same page, may I point out the | 


that 
Aug. 


following? 

On Aug. 3 the Washington Star 
published an obituary of William I. | 
local architect, and used | 
my picture with the same. The fol- | 
lowing day the Star published the 
funeral notice with William I. Dem- 
ing’s picture and explained the er- 
ror. 

Having edited a daily 
for many I can see how this 
contusion occurred in taking pho- 
tographs or proofs from. the} 
“morgue.” However, while I am | 
not sensitive, I cannot quite under- 
stand why you would publicize the 

alue of photo engraving in adver- 
tising by using either William I. 
picture or mine in such 


newspaper 
years, 


close juxtaposition to a rather sen- 
sutional news head. 
I have received copies of ADVER- 


rISING AGE from friends who 
the manner to 
commercialism. I pre- 
sume all of this shows that “ad- 
vertising and that ADVERTIS- 
ING AGE is read far and near. 
WILLIAM C. DEMING, 
Cheyenne, Wyo 


react 


same this 


pays” 


. ww ¥ 


Parkie Seems Happy 

To the Editor: The supinely 
you see here is “Parkie,” 
her stuff for our client, 
Baking Company 
well be added to the in- 
roster of merchandising 


who does 
Parkw us 
This may 


eresting 


personalities you have spotlighted 
| from time to time in your pages 
L.. SQuiRe, 


| 
| 


Clements Company, Inc 
Philade —_ 


| Wallie Simpson's old home. 
| brochure forwarded under separate | not because they are copying one | 
; cover.) 


‘Itties Bitties Safe 


To the Editor: In you ve 
wondered what happened to those 
famous “Three Little Fishes,” here’s 
the answer—as told by our client 
to the people of St. Louis. 

S. TERRILL Jupp. 

Sam P. Judd Advertising Com- 

pany, St. 


Case 


Louis. 


In Defense of 


Baltimore's Virtues 


To the Editor: That was a nasts 


crack you took at Baltimore in 
|*Rough Proofs’ on the one-ree!] 
color film being produced by the 


| Tourist Development Bureau of the 
Association of Commerce. | 
to investigate | three dozen times, for turret lathes 


Baltimore 
I took the 
what tourist 
licized by the 
that there was 


trouble 
attractions 

Bureau, 

nary a 


are pub- 


mention 


Why Wallie Simpson's old home? 


Wouldn't it be more fitting to por- | 


and found | 
of | use 
(See | | Them Thar—,” 


tray some of the magnificent estates 
in the Green Spring Valley? You} 
might not know it, but the Duke 


and Duchess have been contemplat- 


ing establishing a residence in this | 


garden spot of the Fast. 


Perhaps Wallie 


into the picture in the role of of- 
ficial hostess, assuring the audience 
that there is no place like home, 


particularly if home 


Baltimore 


happens to be 


MERRILL, 
Merrill Company 


YALE 


Yale . Baltimore. 


Originality in 
Copy Themes 
Editor: recent re- 


To the Your 


production of an advertisement on | 


the theme: “A Firm Is Known by 
the Company It Keeps” brings up 
igain the interesting subject of 
priority in copy themes. I thought 
I was original a year ago when, as 
assistant advertising manager for 
DeVry Corporation, I used this very 
theme. However, my present 
organization used it two years ago, 
and in the past six months I have 


same 


seen 


——_——_ ——- - 


“PARKIE" TAKES IT EASY FOR BREAD COMPANY 


“hm 


aia? 


fr: 


could be brought | 


' 


variations of this head at least | 


NEW TOASTER GETS TOP BILLING 


* HIT! 


xk 


* toasr 1946. presenting. among othe 
apthure. fre thay tots of gy as. See 


Tgstmmates gs ‘ 7.50 @ 
; , 92 rs wherever fine appliances are 
“ 


Saw eas, 


JUST LIKE HOME —<eoed ves 
nates. ave fountaiws threa, bout the 
teres Tasstme ses fond 

- . oc . ’ me r- 


bits tor heswsses 


meorkd 


Toastmaster introduces showmanship a la Hollywood in featuring the debut of its 


new line in full color pages in national magazines. 


The new two-slice toaster 


and the new one-slice companion model are featured. 


iron billets and other products. 

It seems to me that advertisers 
such heads as “There’s Gold in 
etc., (ad infinitum) 


another, but because they naturally 
make good headlines. 
JOHN K. CRIPPEN, 
Bantam Bearings Corporation, 
South Bend, Ind. 


| Well, Anyway It 


Was a Marriage 

To the Editor: I am sure the Mrs. 
| will be agreeably surprised to find 
that she’s now happily married to a 
| guy named Zuber in your “Getting 


| Personal” column of this week. 
Sorry, gentlemen; but the name's 
| Ziegler. 

W. A. Ziegler, 


National Sportsman, Boston. 


SUNSET 
Qe 


4,000 QUARTERS! 


Dear Sunset: We feel that you are entitled to first 
land information covering the results of our fall 
page advertisement. 

It was necessary for the reader to clip the coupon 


ind go to one of our dealers to secure a special card 


which could 
blankets. 
directly to us. 

In spite of the 


reader and the 
scheme to mail 


severe 
fact 


itounded to receive close 


only be sec 
This card entitled the 
doll blanket providing 25e was 


requirements 
that she 
her quarter 


ured after inspecting our 
customer to a small 
sent with the card 


made on. the 
had to devise 
safely to us, we 


some 
were 
to $000 quarters! 


The result of this experience is that we are thoroughly 


old on the effecti 


R. 


veness of 


Sunset, 


Lb. Ambrose 


Sales Mgr., Blanket Div. 


Port! 


land Woolen Mills 


Portland, Oregon. 


—_ 
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eee Neen — ee 


AN 


1939 


COMES THE 20TH BIRTHDAY 


Y ty ; y . the FZ) I) "7 


% TRUE CONFESSIONS 


By far the largest circulation of any magazine of its type 
in the group field...so popular that it enjoys the second 
largest newsstand sale of any 10 cent woman's magazine. 


*% ROMANTIC STORY 


Edited for the younger woman. Leans more heavily toward 
“young romance’ ’ than its big sister, TRUE CONFESSIONS. 


* MOTION PICTURE 


The daddy of all movie magazines. Founded in 1911, and 
still the best known periodical in the entire screen field. 


* SCREEN BOOK 


Two magazines in one! Between its covers a Hollywood 
picture magazine, plus...a complete movie magazine of 
personality stories, production yarns, etc. 


* MOVIE STORY 


Publishes complete fiction stories of new pictures before 
they appear in any theatre. The undisputed leader in its 
field. For past six years has led all screen magazines in 
circulation increase. 


* HOLLYWOOD 


The 5 cent ‘tabloid ‘‘of screen magazines...newsy, gossipy 
...the columnist reporter of screen personalities and 
events. 


*& MECHANIX ILLUSTRATED 


The only 10 cent monthly in the mechanical field... 
features how-to-build-it articles and has the largest 
photography section in its field. 


*%& GOOD PHOTOGRAPHY 


A semi-annual collection of the best of new salon prints 
taken by professional and amateur photographers the 
world over, plus informative articles by experts on ways 


*%& DYNAMIC DETECTIVE 


Selected stories of front page sensations from all parts 
of the world...written from actual police files. 


*% DARING DETECTIVE 


Inside facts from official sources about outstanding police 
cases and women in crime. 


*% TRUE 


An omnibus of strange, but true, occurrences... includ- 
ing sensational detective stories. Sold on guaranteed 
money-back offer. 


*% PHOTOGRAPHY HANDBOOK 


The reporter of photography handicraft...how-to-build-it 
...the only ‘“‘working’’ manual among all photography 
magazines. 


%& STARTLING DETECTIVE Avventures 


Gripping accounts of behind-the-scene criminal detec- 
tion written, for the most part, by law enfercement officers. 


* HOW TO BUILD IT 


The idea book for the make-it-yourself hobbyist. Pub- 
lished annually. Contains complete plans for building 
practical objects. 


*% HOW TO BUILD 20 BOATS 


Shows how to build boats that really go... because from 
each plan published a boat actually has been built and 
tested in water...unique in its sphere. 


% HANDYMAN'S HOME MANUAL 


Truly an encyclopedia of home improvements and repairs 
that thousands of ‘‘handy men”’ find invaluable. 


%& MODEL BUILDERS’ HANDBOOK 


Reviged annually so that the many thousands whose hobby 
is model making may keep thoroughly informed about 
their favorite avocation. 


of achieving good photographs. 


For each of the past nine consecutive months, FAWCETT WOMEN’S 

GROUP has shown heavy lineage and revenue gains over the corre- 

sponding months of 1938, and each of the other Fawcett publications 
is enjoying a strong profit lift over 1938 figures. 


xk 


APPROPRIATELY ENOUGH ON THIS BIRTHDAY WE CHRONICLE THE 
FACT THAT 1939 IS THE BIGGEST YEAR IN FAWCETT HISTORY! 


FAWCETT PUBLICATIONS -INC 


ISOI BROADWAY - NEW YORK 


CHICAGO HOLLYWOOD GREENWICH LOS ANGELES SAN FRANCISC) 
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‘Ad Quiz’ Series. 
ls Launched by 
New York Agency 


Fund of Merchandising 
Information Contained 
in New Game 


New York, Sept. 7.—Represent- 
ing a new technique in impressing 
potential clients with the facilities 
of an advertising agency, “Ad Quiz,” 


house organ of Warwick & Legler, | 
Inc., made its initial appearance this 


week. Living up to its name, “Ad 
Quiz” contains 16 questions with 
the answers available in the back 
of the publication. Prizes will be 
awarded to readers submitting in- 


teresting questions and answers, | 
and the nature of the gifts also con- 
stitute a type of promotion for the | 
agency. The prizes will consist of | 
substantial samples of the products 
advertised by Warwick & Legler, 
ranging from one gallon of Sher- 
win-Williams paint to a subscrip- 
tion to the American Legion maga- 
zine. 
Circulation is 2,000 


According to the agency, “Ad | 
Quiz” begins its career with a pri- | 
vate circulation list of 2,000, includ- | 
ing the presidents, sales managers | 
and advertising managers of lead- | 
ing companies, among others. The | 
paper is set in Baskerville, the type | 
face used by Fortune, and it is 
printed in two colors, with eight | 
pages of content. “Ad Quiz” 
appear “periodically.” | 

The foreword of the current issue | 
comments: “Alert executives in 
selling and advertising cover many 
fields, cannot hope to cover them 
all. ‘Ad Quiz’ poses questions, sup- | 
plies answers designed to supple- 
ment your information. If you find 
it interesting, serviceable, it wil] 
have fulfilled its purpose.” 


will | 


Bid for Business 
| 
While most of the questions and | 
answers merely impress the reader | 
with the vast fund of information | 
possessed by Warwick & Legler, an | 
occasional one is a direct compli- | 
ment. In this classification is No. 7 
in the current issue: “‘What one ad- 
vertisement was considered so im- 
portant by Reader's Digest that it 
was printed almost word for word 
as editorial matter? 
“Reader's Digest, March 1938, re- 


printed entire copy of advertise- 
ment, ‘Pay Your Bills First,’ pre- | 
pared for Seagram-Distillers Cor- 


poration by Warwick & Legler, en- 
titled it, ‘A new high in liquo 
advertising.’ ”’ 

A question of a more general na- 
ture was, “Are right hand pages in 


magazines more productive than 
left hand pages?” The answer, as 
given by Warwick & Legler, is that 
right hand pages are 4 per cent 
more productive. 
Influencing the Male 
What are the nine major copy 
oppeals to men in order of thei: 
nportance?” is another query. The 
unswer is given as follow 1, Qual- 


ity; ae ex; ee 
novelty; 6, 


fear; 4, 
vanity; 7, 
efficic ney. 


emulation: 5, 
ambition; 8, 
economy; 9, The agency 
dded that “A nation-wide " 
produced thi 
Such broad 


inquiry 
ranking.” 


policies as 


pricing 
come within the sphere of the new 
house paper, Question No. 3 asking, 
‘Is it always advisable to meet a 
competitor’ temporary drot in 
rice 
Harried sal managers usually 
eleve they must follow a compet 
tor into a price drop, temporary o1 
permanent, on the penalty of losing 
busit reply. “But cer- 
tain companics have found, by ana- 
yzing subsequent sales results, that 


ales did not 


uffer when they al- 
owed prices to remain at regular 
evel Result ving of severa 
hundred thousand dolla Or 
uslv, no general rule is possible 


Crider Advanced 

Walter C. Crider, who joined 
Transportation Displays, Inc., New 
York, earlier this year as New Jer- 


'sey sales manager, has been elected 


vice-president. He will continue to 
manage the New Jersey territory. 


Horton Promotes Cahill 


John F. Cahill has been named 
sales manager of Horton Pilsener 
Brewing Company, New York, suc- 
ceeding J. F. Sullivan, resigned. 
Mr. Cahill was formerly district 
sales manager. 


Macaroni Week Oct. 7 


National Macaroni Institute has 
set the week of Oct. 7 for the third 
consecutive National Macaroni- 
Noodle Week. 


HERE ARE TODAY'S QUO 


‘Hobby Lobby’ to 
Switch from NBC 
to CBS Network 


New York, Sept. 7.—‘Hobby 
Lobby,” radio show sponsored by 
Fels & Co. for Fels Naptha soap, 
will switch to a new network and a 
new broadcast time, it was learned 
here today. Formerly a National 
Broadcasting Company program, it 
will be transferred to a Columbia 
Broadcasting System network of 51 
stations on Oct. 8. The new time is 


5 to 5:30 p. m. on Sundays. 
& Rubicam is the agency. 

“Youth vs. Age,” a novelty quiz 
show in which a team of children 
oppose a team of parents, will be 
inaugurated Oct. 28 by William R. 
Warner & Co. over 104 stations of 
the NBC Blue network. Cal Tinney 
will be the master of ceremonies on 
the program to be aired on Saturday 
from 8:30 to 9 p. m., through War- 
wick & Legler. Sloan’s liniment 
will be the product promoted. 


Kate Smith Schedule Listed 


“The Kate Smith Hour,” while re- 
maining under the sponsorship of 
General Foods Corporation, will be 
heard at a new time and for a dif- 
ferent product when it returns to 
the air Oct. 6. Miss Smith and her 


Young 


N FATHERHOO 


BULL: 
JACK: 
STALLION : 
BOAR 
RAM: 


$2.00 to $5.00 
$8.00 to $10.00 
$8.00 to $10.00 
$1.00 to $1.50 
$1.00 


supporting cast will broadcast over 
77 CBS stations on Friday from 8 
to9 p.m. Grape-Nuts will be pro- 
moted. Young & Rubicam is the 
agency. 

Lou Little to Knox Gelatine 


Lou Little, Columbia University 
football coach, will forecast gridiron 
results for Knox Gelatine Company 
this fall. Beginning Sept. 29, he 
will be heard each Friday during 
the season from 7:45 to 8 p. m., over 
13 stations of the NBC Blue net- 
work. Kenyon & Eckhardt is the 
agency. 


WSBEP Begins Nov. 1 


Station WSBP, first radio station 
in Sarasota, Fla., will begin opera- 
tion Nov. 1. 


TATIONS 


ot so very long ago, a cow on an Argentine estancia had the 


calf of a sire who then was... and always had been... at pasture 


on the experiment farm at Beltsville, Maryland. 


The incident, like the table of recommended fees above, is quoted 


from an article in the June Country Gentleman called “Science 


Helps The Sire,” which dealt with artificial insemination. 


We cite the article here because so many things about it are both 
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Revival of Records 
ls Credited to 
the Slot Machine 


New York, Sept. 6.—Predicting 
that if the phonograph record in- 
dustry is to retain its new-found 
prosperity, it must make high fidel- 
ity records available to the public, 
Fortune recounts in its current is- 
sue the vicissitudes of this business, 
brought back to life by “the gaudy 
slot machine.” 

“There are now no home records 


of true high fidelity,” according to | 200,000 record-playing slot ma-|sell a record player, disks and a 


Fortune’s final summary—“that is, 
with an undistorted range extend- 
ing up to 8,000 or more and down 
to 40 cycles. Neither are there any 
phonographs widely available that 
would do such records justice. 
“But there are such records and 
phonographs and they are being 
played every day. World Broad- 
casting System, for instance, has a 
big library of them, which are let 
out to broadcasting stations to fill 
in between programs. Some of 
them are capable of reproducing 
over a range of 30 to 10,000 cycles 
—of encompassing every funda- 
mental and overtone casually dis- 
cernible by 99 out of 100 humans.” 
Fortune estimates that at least 


chines are scattered around 
country, and that they consumed 
come the largest part of the market. 
Individuals who buy transiently 
popular disks form the _ second 
largest segment. While increased 
consumption of this group cannot be 
traced to any one factor, the maga- 
zine says radio helped by familiar- 
izing the public with big names. 
Tells General Plan 

“The Victor Record Society, 
founded in 1937 by Thomas F. 
Joyce, Victor’s vice-president and 
advertising director, had a particu- 
larly salubrious effect,’ Fortune 
reports. The general plan was to 


the | subscription to the illustrated Vic- 
| tor 
13,000,000 records in 1938 to be- | $14.95. The stunt made little money 


Record Society Review for 
in itself; it simply put more than 
150,000 record players in the hands 
of the public.” 

The renaissance of records is due 
in part, Fortune believes, to the de- 
sire of many music lovers to “hear 
what they want when they want 


it.” The magazine also explains the | 


new boom in this way: 

“Records have made serious mu- 
sic as available and personal as 
serious novels, have enabled a man 
to frame a rational account of a 


composition for himself and _ to 
overcome his conventional preju- 
dices.” 


so typical and so pointed in their illustration of a modern adver- 


tising truism. 


First, the article was impressively authoritative ... being writ- 


ten for Country Gentleman by Dr. Hugh C. McPhee, chief of the 


Animal Husbandry Division of the U.S. Department of Agriculture. 


Second, the article was timely, putting together for the first time 


many facts on a new science. It will probably serve as a reference 


piece on its subject for some time to come. 


Third, the article was practical. It told what now can be done, 


what can’t be done, what is only guessed at, what is definitely 


known, and what to look out for if you are a livestock farmer ap- 


proaching this new technique for the first time. 


Fourth, the article dealt with the livelihood of those who read 


it. Not just general information, not just entertainment or aston- 


ishment... but news in the day’s work. 


And as for that modern advertising truism promised you a few 


sentences ago... 


Country Gentleman magazine... with a place so deep in the 


‘lives of its people... with a record for never having failed to get 


action for ideas sponsored by its pages... with an audience of over 


2 million best-buying country families at its fingertips... 


is an advertising weapon that takes back seat to none. 


fJountay fjenrueman 


NATIONAL SPOKESMAN 


FOR AGRICULTURE 


Juvenile Consumers 
Are Found fo Be 
Brand Conscious 


Preferences of High 
School Pupils Measured 
in 9 States 


New York, Sept. 6.—Youth’s pref- 
erence for advertised brands and 
the extent to which children in- 
fluence the purchases made by their 
parents, are emphasized in a survey 


-|just completed by Young America 


among 3,000 junior high school 
pupils in nine states. More than 50 
advertisers and agencies suggested 
questions to be asked in this second 
annual survey, with the result that 
the 1939 study was expanded con- 
siderably from last year’s. 

The strong preference for adver- 
tised products was reflected in all 
of the brand questions answered. 
Among dentrifices, Colgate was the 
most popular paste with 34.6 per 
cent of the market, followed by 
Ipana with 14.3 per cent and Pepso- 
dent with 12.7 per cent. Dr. Lyon’s 
held a more substantial margin 
among powders with 55.2 per cent. 
Colgate, with 12.1 per cent, and 
Calox with 9.7 per cent, were next 
in line. 


Like Goodyear, Waterman 


Slightly less than half of those 
cooperating in the survey reported 
ownership of a bicycle, with Elgin 
the leading brand with 19.1 per 
cent. Goodyear bike tires led with 
31.8 per cent, followed by U. S. with 
27.2 per cent. Waterman proved the 
most popular fountain pen, nosing 
out Parker, 24.1 per cent to 23.8 
per cent. 

Among favorite desserts, ice cream 
was forced into second place behind 
puddings, named by 25.6 per cent as 
compared with ice cream for 25 per 
cent. Jell-O ranked third with 18.6 
per cent. Baby Ruth topped the 
candy field with 13.8 per cent, fol- 
lowed by Milky Way with 7.2 per 
| cent. Wrigley’s was far in the lead 
|in the gum classification with 52.3 
per cent of the market. Beech-Nut, 
in second place, was picked by 15.5 
per cent. 

Wheaties was selected as the 
favorite cereal by 15.8 per cent, fol- 
lowed by oatmeal with 15.4 per cent 
and Quaker Puffed cereals with 9.4 
per cent. Coca-Cola led among soft 
{drinks with 22.5 per cent, followed 
| by root beer with 15.2 per cent. 
Among malted or other mixed 
drinks, Hershey’s was named by 21.0 
per cent, Ovaltine by 16.8 per cent 
and Cocomalt by 12.9 per cent. 


G-Man Program Popular 


“Gang Busters” repeated as the 
most popular radio program, fol- 
lowed by the Chase & Sanborn hour, 
Lux Radio theater, Jell-O and the 
Lone Ranger. Jack Benny was 
named the favorite star, with Fanny 
Brice, Charlie McCarthy and Eddie 
Cantor next. Although 80 per cent 
of those questioned said they lis- 
tened to radio commercials as well 
as the main part of air shows, only 
1 per cent could name the products 
advertised by six radio stars se- 
lected from the 10 favorites of the 
previous year. When taken sep- 
arately, Jack Benny was correctly 
connected with a product by 88.0 
per cent, Charlie McCarthy by 69.2 
per cent, Eddie Cantor by 62.0 per 
cent, Fred Allen by 57.3 per cent, 
Kate Smith by 52.4 per cent and 
Phillips Lord by 1.1 per cent. 

When asked “Does Mother tak: 
your advice when she buys food?” 
68.1 per cent of the boys and 73.0 
per cent of the girls answered “yes.” 
To the question, “When you ask 
Mother to buy certain foods for you 
do you ask for brands?” 59.3 per 


cent of the boys and 61.0 per cent 
of the girls answered in the affirma- 
tive. 
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All-Time Record 
for August Set by 
Radio Networks 


New York, Sept. 6.—Reaching a 
new all-time record for the month, 
August billings of the three national 
radio networks totaled $5,855,356 | 
for a 29.3 per cent gain over August, | 
1938. Cumulative billings for the 
first eight months of this year were 
12.5 per cent ahead of the corre- 
sponding 1938 period. 

Columbia Broadcasting System | 
recorded a 64.2 per cent gain in 
August, when volume reached $2,-, 
337,376 as compared with $1,423,865 | 
in August, 1938. To date this year, 
CBS business amounted to $21,602,- 
302 for a 17.6 per cent increase over | 
the same 1938 period when the total | 
was $18,373,777. 


Surpasses ‘38 Record 


National Broadcasting Company, 
which expects to surpass its record 
set last year, reported billings of | 
$3,312,570 last month. This repre-| 
sented a 12.6 per cent upturn over 
August, 1938, when the total was| 
$2,941,099. For the first eight 
months, NBC handled $29,195,062 
for an 8.4 per cent increase over 
1938’s $26,923,483. 

Mutual Broadcasting System bill- 


This citation just 


organization by the Engineering Societies of 
New England is keen recognition of the main 
reason why Forbes’ posters consistently are 


so dominant, outstanding and effective. 


They don't “just happen” — they are pro- 
duced by means of an up-to-the-minute 
lithographic process that is the result of 
years of intensive research and de- 
velopment — the SEBROF Process... . 
exclusively Forbes, and ideal for main- 
taining all the subtlety and finesse of the 


Original painting, and reproducing with equa! 


ings were up for the 16th straight 
month. August business totaled 
$205,410, a 24.7 per cent gain over 


| August, 1938, when the figure was 


$164,626. Thus far this year, MBS 
billings have reached $2,046,228 for 
a 22.2 per cent increase over last 
year’s $1,673,913. 


Calvert Drive Features 
Old Drum Sales Gains 


Calvert Distillers Corporation, 


|New York, has begun a newspaper, 


magazine and outdoor campaign for 
Old Drum whisky which features 
the sales gains made by this brand. 
Old Drum color copy in three mag- 
azines bears such headlines as “Old 
Drum Winning Millions,” and “Old 
Drum Breaking Al] Records? No 
Surprise to me!” 

Copy points out that “Old Drum 
sales soar 27.5 per cent throughout 
nation,” and “Buffalo joins swing— 
sales up 38.6 per cent.” Charts are 


‘employed to show how sales have 
|; increased. Benton & Bowles, 


New 
York, is the agency 


Pacific Council to Meet 
The Pacific Council of American 
Association of Advertising Agencies 


| will hold its annual convention Oct. 


| 26-27 at the Hotel Del Monte, Del | 
| Monte, Calif. August J. Bruhn, of | 
| McCann-Erickson, Los Angeles, and 
|chairman of the Pacific Council, is 
general chairman. 


HOWARD 


¢ Jouns 


conferred upon the Forbes 


fidelity all the realism inherent in direct 


color photographic copy. 


rTURBES 


CHICAGO 


5 
ICE CREAM SHOPS & RESATAURANTS j 


- ¥¢ iq 


DURABILITY THE KEYNOTE OF TEK CAMPAIGN 


Special treatment of Tek toothbrush bristles assuring ‘six times longer’ life, is 
Johnson & Johnson's answer to the merchandising of competitive synthetic 
This point-of-purchase display ties in with copy in other media. 


bristles. 


Gets Marquette Life 
Marquette Life Insurance Com- 
pany, Chicago, has appointed Coe, | Press, 


University 
Minneapolis, 


To Metropolitan 
The 


of 
has 


Synthetic Bristles 


} 


Object of Copy 
Attack by Tek 


Longevity Is Stressed 
in Johnson & Johnson 
Fall Campaign 


| New Brunswick, N. J., Sept. 6.— 
| Johnson & Johnson will meet the 
challenge of synthetic bristles in the 
toothbrush field this fall with an 
augmented advertising campaign on 
Tek brushes, built around the 
premise that the latter now “lasts 
six times longer,” it was learned 
today. 

Copy, however, makes no refer- 
/ence to Tek’s synthetic competition, 
/confining itself to comparisons with 
other natural bristles. Tek’s new 
| longevity is attributed to a special 
| possess to which the bristles are 
subjected. 
| Dramatic presentation of the new 
| Tek sales story will be made in na- 


Minnesota | tional magazines and by means of 
appointed!a_ colorful 


window display. The 


Guy & Walter, Chicago, to handle | Metropolitan Advertising Company,| magazine phase of the campaign 
its account. 


FORBES continues to lead—in creative thinking, 


progressiveness and craftsmanship. 


ROCHESTER 


(BRR P. 0. BOX 513 + BOSTON 


CLEVELAND 


DETROIT 


New York, to direct its advertising. | calls for black and white insertions 


‘in Collier’s, Cosmopolitan, Ladies’ 
Home Journal, Life, McCall's, Red- 
book and The Saturday Evening 
Post. Full color pages will also be 
used in Collier’s, Life and The Post. 


“Six-Times” Theme Stressed 


The window display consists of a 
center piece depicting six reproduc- 
tions of one glamorous girl brush- 
ing her teeth, to convey the idea of 
the long-lasting bristles. One side 
piece portrays the results of a test 
on bristle durability; another plays 
up Tek’s double package, built 
around the slogan of one brush for 
morning—one for night, which 
|J & J first promoted last year. The 
single brush sells for 39 cents and 
| the twin package for 69 cents. 

Copy tells the “six-times” story 
under headings such as “Now one 
toothbrush outlasts six.” ‘Magic, 
you say?” a typical insertion be- 
| gins. “Six times longer life from a 
| toothbrush” Six times longer clean- 
ing for teeth and gums? Why, that’s 
‘almost like getting six new tooth- 
brushes for the price of one. 

“It’s not magic. It’s a startling 
fact, an exclusive development of 
J & J laboratories. Genuine, nat- 
ural bristles that will clean, refresh 
the teeth and stimulate gums day 
after day, long after six ordinary 
brushes will be limp, lifeless, use- 
less. Like Tek’s small shape for 
cleaning both sides of the dental 
arch, these amazing bristles are 
changing the toothbrush habits of 
thousands.” 

For its big sales drive, J & J has 
packaged the Tek brush in an at- 
tractive silver and blue streamlined 
carton. Special deals are offered 
druggists in connection with the 
event. Ferry-Hanly Company, New 
York, is the agency. 


rolls tise. 
sales follow su! 
local 
continue 
than any 
use KOYL th Audi- 
aning 


showm anship 


+. And 


Se P| ee fF 
nis , _ —_4 
wp. | ________ 
“ai ° ‘- 
. A ; a | 
ae guns | 
> ss a. Al z i . 2 | 
ei rim ¢ rv N\\) 
ae ra : 
ee ~ 
aa . a as 
- ) e - ' ns ‘ ar 
be 4 Ome tor macrminag Zw, : . , Te y ¥ 3 
; ay ome ton weght A ‘ - : = - x TEST PROVES 
om DOUBLE PRL Kab! ie ; aes saath atts 
4 eS PECIAL WUE | Ps,“ 3% 
_ folauion « fofwwen 
ee 
a 
ae 
im ae 
ties, 
rs 
ie 
ii 
> Ce eee ee Pn 
: sm “3 i” sigh RE YB C i ie + | 
) pn ReG Good 
ail 4 : Va . ae F 
ont Wl) a “hep “oe| -* 
¥ “Whig oe ? ; Ri 
hs iY lie = 
* Sas < Aa eae 
i. 7 pe : an , ; . 3 % e. alg ~ ot BD mJ 
ts ee ell ~ « #e" :: Aw OM ae 
ee ___“%hesterlield_ «7 
he 7 oe Fe ; v1. a a peeps a 
Sal aR) = We love our Daddysice Cream | ff as 
£ yw oy don't aed 
ia « we ; ar ; : . : : 
j ~y Sh ——s 
ore ae Re . : ; ‘ , = 
=_ iy ‘ & 
oa ha . ; Pie, hoa so ae ion : _ — 
ee: ¥ P oe 7 — iy fa a ; ke 
a ™ - oe °' em ae | i 
Jes al Bae « . : a ENGINE E pny. * Se 
— } ‘Orme = 
ie, E * NEW ENGL AN, 
reg SH FE 0 Ine 
* ,. SF IA T ~ 
ach a l0n 
Bee ee ve 
eS . < <> R5w.., Z 
eee "9 b re . 
ini *T Des Lith, 
aa Bm ~s Yruph Ny re 
on this " Oty ot, & s 
} =< ta ng stent wasn Sad tts Migs be 
“amg _ ° CHtiew, OF ai Serat  Paality Of pent ’ Ndi . 
“— es Prong sa oon ene oe ae 
i wa av), vrs Mets Ge tae ang Pena ee 
ee... | Prstogray ys ide “mg pi etiient ante 
Z ©) epee Jinty. “SNE tinny Lary¢ poerial Sl py an 
Mae ee ap 
— “. htt Drege "thems Gut, afi 0 ” and mh, 
CT he, mae 4 OO Mth, FSS : 
‘ides hee Ea Rg ee ‘imi 
a Sag ats . AN me | ; 
ng Paige : 4d ws er 
SSS ae EN Ol i Buying aay 
Sts, Goes Pp 
’ PP ar . 
ia ie 7 aise = TY 
be ee ee ; SS = SALT LAKE cM . : 
oe | a ee oe Te oo r 3 a 
7 ee = ~~ = SS Sra Mines and sme “a : 
ey — ae en are reopens: .! A 
,..~ a 7 
a. — 3 
_— ee = 
— —_ ; 
* RLITHOGRAPH Co K 
ies . 
we - Thy Popular Station 
¥ 1T LAKE ary 
7 a . ee r @ bo be Blair & Co. 
ale NE W sd es CS _— caeee ae 
an EW YORK wcprosemsanise Some 
4 : 
eae 
orgs 2 a : +. : 2 : ot - © so 4 alee aes 3 gu ‘ J : ‘ F itr 29 he : a ; a E* ‘oes ri Ad 4 —: : ‘ 3 a Hi < & 
yt rat ee NG ae . a ee Sa? oS ae oi ° a ep ’ eek ae hh mn Ae EO Fs. coy, URED 
3 : if wage ‘ : 4 “e 4 y % ¥. 
a ai £ >* Se ce >. - : ; ‘ al i all r : tg 


September 11, 1939 


ADVERTISING AGE 


— 


NOT con SALE! 


@ if you had wanted to buy a copy of the Sep- 
tember Journal late in August, you’d have 
had to hunt hard for it. 


@ Amillion copies were cleared from the nation’s 
newsstands in three weeks. 


@ For the second month in succession, the Ladies’ 


Home Journal was a SELL-OUT. 


S. R. O. signs went up on the August Journal with 2 
weeks of the sales period still to go. Then all over the 
country supplies of the September Journal were 
exhausted—before September Ist!—recording the 
largest circulation and the largest newsstand circu- 
lation in the Journal’s 56-year history. 

This isn’t coincidence— it’s popular demand. The 
Journal has the rare ability to move people to action. 
Not all of the people some of the time. But some of 
the people — women — ALL of the time. 

If women are your customers, here’s something 
you should look into — and get into. You can’t make 
money today buying New York real estate 50 years 
ago. And you can’t make it staying out of the first 
issue you can catch of this magnetic publishing force 
that’s moving America. Things happen when the 
Journal comes out; they’re happening in homes — 
in A. B. C. reports — in stores where your products 
sell best. Happening thick and fast enough to move 
a million newsstand copies — 3,250,000 total — into 
women’s reaching hands. 


Laks Plea 
JOURNAL 


The Magazine Women Believe In 
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Lineoln to “News” | Agency Moves “Review” Names Laury 


Tom Lincoln has been named ad-| Ernest H. Jones Company, Gard- Culinary Review, New York, has Getting Pareonal 


vertising manager of the Daily|ner, Mass., has moved to 144 S.|appointed E. C. Laury as its Chicago 
News, Rogers, Ark. Main street. representative. 

—_ —E : ——— Roger R. Grillon, American s. m. of Don Q rum for National 
Distillers Products Corporation, has returned from a round trip to 
Europe during which he was gone only three weeks. He traveled 


nl via air going both ways, which is only natural for an old-time aviation 
hs ul () é enthusiast. He served with the French Air Corps during the last 

| Wat. .4 
Stephen R. Hoye of Life is back from a month’s motor trip 


through England and France. He hired a car and saw the sights from 
behind the 
steering wheel. 
MAGAZINE MEN RELAX AT GOLF Althoughhe 
went all the 
way to the Ger- 
man border 
while in France, 
he reports that 
he encountered 
no trouble. He 
adds that “I got 
out just in 
time.” 

Wesley H. 
Beckwith, a. m.., 
Royal Type- 
writer Com- 
pany, is back on 
the job after 
vacationing. .. 
O. J. Elder (left), advertising director of Macfadden Pub- Sta nley H. 
lications, was quest of honor at a golf party given by Charles Chambers, a.m., 
H. Shattuck (right), Western manager, for all members of Bourjois, Inc., is 
the Western staffs at Long Beach, Ind., recently. Others in also a working 
this group are James Mitchell, Western manager of True man again... 
| Story (next to Mr. Elder), and O. A. Feldon, Western man- Arthur R. 


—but Betty Havens’ 
Husband’s Boss is 
Coming to Dinner 


ager of Liberty. Stahman, a 


member of the 
advertising staff of the Stamford Advocate, is looking forward to wed- 
ding bells. . . Frank E. Delano, distant kin of FDR and a member of 
Young & Rubicam’s San Francisco staff, is honeymooning in northern 
California following his marriage in Los Angeles. . . 

H. M. Warren, a. m., National Carbon Company, is a poet of 
parts in his off moments. Another escape from the direction of 
Eveready’s ad plans is to spend weekends with William Abbott. of 
J. M. Mathes agency, who has a new cottage on the beach far out on 
Long Island. 

Roy Pollock, prom. mgr., Fawcett Publications, managed to get 
away to Maine for some September fishing. _ Before leaving he re- 
marked that he hoped to make news by having a fish catch him. That 
would be news. 

H. M. Shackelford, yv. p. in charge of advertising, Johns-Manville 
Sales Corporation, will serve as a judge for the copy contest run by 
National Industrial sagen Association. Others on the contest 
jury are F, H. Donshea, v. p., Newell-Emmett Company; C. E. Hooper, 
the researcher; A. R. ho hai associate director of research, Con- 
| solidated Edison Company of N. Y., and H. K. LeRowe., president, 
Purchasing Agents Association of N.Y... 

_ 7 H. Burton Lowe, vy. p., Reinhold Publishing Company, is ill with 

ETTY HAVENS is the business partner is their mM pression of her home—the living- typhoid fever. . . Harry Montgomery, account executive at Ferry- 

B* im a going concern—the Havens Fam- room scheme in blue and plum ... the mouth- “yarn ygery + = vist Se heer two-weeker, . Joseph E. 
. , ‘ . ss *9 oo 4 S, JFr., O srson, Davis & atte, is back fr« S so) n 

ily- mother of two children, four and SIX. watering planked meal be hose — ~ de Lincoln alien, aout aa. Station WBT. dhe egg age dreiys- ae 

Her husband, Fred, makes $4000 a year — résistance will be Maryland Fried Chicken | from his vacation trip to sunny California. . . 

in a lively, hard-hitting business and she... the graciousness of their hostess. Frank A. Connolly, merchandising mgr., Oakite Products. threw 


. . ° ’ another of his swell parties heral . ening a 
knows—(no foolin’)—that jobs aren’t had * k Ss swell parties to herald the opening of another fall 


2 phen ele 


: campaign. . . 

for the asking. Tonight’s CRISIS IN LIVING is extra-special: John Canning, Jr., of the public relations department of Standard 
Yesterday, at bridge club, she did herself like a war threat, it doesn’t happen very often. | Oil Company of Indiana, has become a newlywed, picking an adver- 

proud on the European situation. And it For Mrs. HAVENS days are filled with LIVING tising yn —. for his helpmate. She is the former Kay Beck- 

wasn't all out of the newsreels, radio bulle- and her best ally is the magazine she not only man, of John Blair & Co., Chicago radio representative. The marriage 


, . took place ; 1e bride’s me in 

° ° : rends but lives bY. The liverican Llome oon mS lac it the bride s home i 
? | ana ' 

tins and picture mavazines she sees alle . Des Moines. C. A. Baumegart, ad- 


hears, either. She quoted Mein Kampf market place which displays MORE IDEAS Jor vertising manager of Successful MR, AND MRS. 


. . , living than she can possibly find in any other 
with a guttural accent... admitted she'd 


Farming, gave the bride in mar- 


‘ totalitar: bounty’ major magazine, | riage... 
ate "MISE i alitarian family! , i ; 
hate to raise # tots . : , _ Yes, here is the ONE American publeation The promotion done by 
But, TODAY, she's facing a REAL erists, edited to appeal to the realities of today ‘s city Maxton R. Davies, of Foster & 


ALL HER OWN :— Fred's boss (the old tight- and suburban life. For among moderns, it’s Davies, Cleveland agency, 


‘ ) he Clevel: Adve ng 
wad) is coming to dinner with his Duchess! Living that REALLY counts—and each month, ne ty Ree abr ao 
Perhaps they Il he mildly interested even 1,600,000 active, eager homemakers go inte the president, has made its annual 
surprised al her knowledge of faet) and The American Home market place to BUY IDEAS golf tournament one of the most 
fiction, \\ I] ea RE ALLY counts, Howes er. Sees like a yood place to show your wares —_? . tant in the country Both 
New York and Chicago wer 
—— ——E heavily represented at the rece: 
-” eee | ONLY 7% OF AMERICA’S POPULATION ARE FULL-TIME HOMEMAKERS | event 
: _) tee. | IN URBAN WHITE FAMILIES WITH INCOMES OVER $20 A WEEK | ten — ee 
“i Chicago Boord of Trade, >>), in i j winteta S. Ze hrung, pres 
dy whereoverSbillion bush: @ STs gman = | - | dent of Pennzoil Company, Oil 
emer els of wheat were bought + *) ACs fr AL 4 : ( ity, Pa., took some time off to 
nl sold last year—mahk , io’ Veal ee 7) } gh _ BERING. « « One Of those cosy H. V. Mercready, sales manager of the 
;. ‘ng it America’s greatest ey » | ary a =" " FR pgm we Colonial dwellings being built ir package division ‘of the Magnus Chem- 
ie a <c! i | * hey it the suburban section of Passaic ical Company, Garwood, N. J., is shown 
wry r <I = N. J., s going to be the new ho here with Mrs. Mercready enjoying the 
aA of A. Schiller, president of Ou‘ scenery while on vacation at Lake 
, 95 AY. ..- HIGHEST phi tT ae door Displays, Passaic George in the Adirondacks. 
ais . The American Home ~ O MAKER MARK MAJOR MAGAZINES * John B. Geraghty, Philade! 
De ar where over 2,000 i. phia agency head, has been named to conduct fund-raising campaigns 
os olumuos of henne — se in Los Angeles and San Francisco for the Catholic University | 
: aking editorial mia- 4 4 America, Washington, D. C., in connection with the observance 0! 
terial (more than any that institution’s golden jubilee 
other major maga- Edgar T. Bell, busin« inager of the Daily Oklahoman anda 
zine) were published | Times and manager of WKY, and Mrs. Bell have returned to Okla- 
catnauee in the past (oe Y homa City after a cruise in Alaskan water: Harold E. Fellows. 
‘al ‘ making it Amer- | 4 manager of WEEI, Boston, ff for a fishing trip to his favorit 
Sas . , Mace fo J haunt in northern Maine. He will be joined en route by Mefford R. 
irke ce Te 


Md L Runyon of CBS 
a a re ‘Marketplace fo Mew Was, Celebrating their birthdays on Labor Day this year were James 
M. 


Bennett, public relations director and assistant to the presiden' 
* Ascending to Chasch Bapén of Philadelphia Electric Company, and Charles H. Eyles, head 0°! 
Richard A. Foley Advertising Agency, Philadelphia. 
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~NEW PACK HERALDED | 


Wi Here \RAINLOAD 


of New Yorks Favorite Tomato Juice 
KEMPS @ 


sR AYE) 


PURE pee 


TOMATO JIG 


hes Sumeaved CO Frantert int ‘ 


wee EGGER MAN NIKON CORPORATION 11) Eighth Avenue 


NEVER THIN OR WATERY 


Arrival of the first new-pack carload of 
Kemp's tomato juice in New York has 
spurred an intensive promotion campaign 
with insertions scheduled for 14 news- 
papers in the metropolitan area. Two- 
sheet posters will also be used on subway 
and elevated stations. Caldwell -Baker 
Company, Indianapolis, is the agency. 


New Cleaner Uses 
Unique Method 
of Sampling | 


Chicago, Sept. 6.—Cameo Corpo- 
ration, manufacturer of Cameo, a 
new all-purpose cleanser, has be- 
gun sampling in selected sections 
of Chicago and its suburbs. The 
plan is unique in that grocers them- 
selves are in complete command of 
the operation, their arrangement 
with the company providing that 
they will insert the sample cans in 
orders from customers rated above 
average in buying power. 

The sample is accompanied by 
sales literature featuring the claim 
that Cameo is superior to competi- 
tive products because “it is not a 
by-product.” The leaflets also offer 
a dispenser in four colors at an un- 
disclosed price. The regular charge 
tor Cameo cleanser is also a mys- 
tery. 

Availing itself of the recommen- 
dations of psychologists, the com- 
pany makes the point that not only 
does Cameo work without harming 
the hands of the user, but “has a 
fresh, clean fragrance that makes 
it a pleasure to use.” 

The company is reticent about its 
plans for the future, but ApverTIs- 
ING AGE learned that no agency has 
yet been appointed. 


NBC Changes Rates 


National Broadcasting Company, 
New York, has issued rate card | 
number 26, effective Oct. 1. On 74 | 
per cent of the 174 NBC outlets, 
rates will remain unchanged. They | 
will be increased on 16 per cent of 
the stations and reduced on 10 per | 
cent. The discount for Red network | 
advertisers broadcasting from 8 to | 
10 p. m. has been cut from 7.5 per | 
cent to 2.5 per cent. The new rate | 
card is the first NBC has issued | 
since December, 1936. 


Dahl Opens Agency 

Ted Dahl, formerly with Allied 
Advertising Agency, has opened his 
Own agency at 4354 W. Third 
Street, Los Angeles. 


lieu cast Uhear shadows. 
No change in programming or 
policy. Better service to Met- 
ropolitan New York including 
its 6,982,635 foreign citizens 


nEW 
YORE 


State Approves 
Advertising Space 


in Liquor Stores 


Concord, N. H., Sept. 7—The New 
Hampshire Liquor Commission, 
which, in common with most others, 
has frowned on point-of-display ad- 
vertising in state liquor stores, has 
relaxed its regulations to permit 
Selective Display Advertising Cor- 
poration to install 34 advertising 
machines, each of which will carry 
30 advertisements, according to a 
solicitation of the advertising com- 
pany. 

The advertising screen of the ma- 
chine is about three feet wide and 
four feet high. The panel may be 


divided to advertise two different 
brands, according to Selective Dis- 
play Advertising Corporation. The 
charge per panel will be $100 per 
year for each of the 34 machines. 
Copy may be changed monthly and 
contracts will be accepted for less 
than a full year at slightly higher 
rates. All copy must be approved 
by the New Hampshire State Liquor 
Commission. 


KROW Changes Hands 


Control and management of 
KROW, Oakland, Calif., has passed 
into the hands of four California 
purchasers, placing it under the 
same management as KSFO, San 
Francisco. The group is headed by 
W. I. Dumn, president, and Philip 
G. Lasky, vice-president and gen- 
eral manager. 


Calif. Motorist 
Hates Nude Fair; 
Wants Nude Plates 


Los Angeles, Sept. 6.—This is an 
anti-advertising story with a moral 
tone. When Motorist Patrick F. 
Kirby heard about Sally Rand’s 
Nude Ranch at the Golden Gate 
Exposition, he forthwith began 
driving his car nude, too. (The car, 
not Kirby.) 

Police asked: “What about license 
plates?” 

Motorist Kirby is said to have 
replied: “No plates because the 
plates are not nude of all except 
numbers and_ state abbreviation. 
They bear advertising for the bare 


| fair. Forcing me to expose these 
plates violates my constitutional 


rights.” 

Perplexed police turned the mat- 
ter over to Municipal Judge Byron 
J. Walters. Trial revealed that Mo- 
torist Kirby was driving his car 
nude of plates because he didn’t 
approve of the nudity at the Expo- 
sition. The court ruled this week 
that Motorist Kirby must expose the 
plates when driving the car and 
that the motor vehicle department 
was within its rights to prescribe 
the content of license plates. 


Bowyer Named 

Leonard L. Bowyer has been 
named vice-president and publisher 
of the Milwaukee Journal, succeed- 
ing L. A. Webster, who has been 
granted a year’s leave of absence. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


Pluck the 
‘THREE juicy apples 


ON THE OREGON TWIG 


) = can pluck all three of them—at one 
time—when you go about it the right way. You can 
get the cream of the sales crop in all three of Oregon's 
markets when you march in with The Oregonian. 

Here’s the picture: Oregon Market No. 1 is Port- 
land itself, with 40% of the total retail sales and 42% 
of The Oregonian’s circulation. The 40-mile zone, 


circulation. 


or Market No. 2, has 23% of the total retail sales 
and 32% of The Oregonian’s circulation. The bal- 
ance of the area, Market No. 3, is responsible for 37 % 
of the sales volume and 26% of The Oregonian’s 


It’s an easy job and a profitable job to sell Oregon's 


three rich markets with The Oregonian. Simpler and 
more profitable now than ever before, because The 


THE OREGONIAN 


THE GREAT NEWSPAPER OF THE WEST 


PORTLAND. 


PAUL BLOCK AND ASSOCIATES 


National Representatives 


Oregonian of 1939 tops the entire Pacific Northwest 
in daily circulation. Add to this circulation leadership 
the long established plus factors of firsts in influence 
and reader preference and you have the obvious 
answer to low cost sales in this rich market— 


The Ore gonian. 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for 6 months period ending Mar. 31, 
1939, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian . 117,553 The Oregonian . 156,248 
The Journol. . . 100,450 TheJournal. . . 106,463 


The Oregonian leads The Journal by 17,103 daily, 49,785 Sunday 


OREGON 


WEW YORK + CHICAGO + BOSTON + DETROIT - PHILADELPHIA 
CINCINNATI + SAN FRANCISCO - LOS ANGELES ~ SEATTLE 
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Asks Clarification 
of FTC Charges 
In Magazine Case 


New York, Sept. 5.—The attitude 
of Good Housekeeping on charges 
preferred by the Federal Trade 
Commission relating to alleged mis- 
use of its emblems was clarified 
last weekend when the magazine 
asked leave of the FTC to be heard 
in oral argument on three separate 
motions which it desires to make. 


The first of these motions attacks | 


the legal right of the Commission 
to continue with the proceeding 
against Good Housekeeping under 
the Federal Trade Commission act. 
While questioning jurisdiction of 
the FTC, the magazine said it in no 
wise admits the truth of the alle- 
gations. 

The second motion is designed to 
weed out of the complaint issues 
which Good Housekeeping believes 
are extraneous and which might 
confuse and hamper it in preparing 
a defense. 


The third asks for more particu- | 


lars about certain allegations which 
Good Housekeeping feels are so 
general and indefinite that it is un- 
able to determine the exact nature 
of the charges. 


- /upon the 
dge. 
' n ST. LO U | S @) r 1 00 m | | “A S a WwW a y | —<e more to the Campaign, but 


“Vision” Names Two ‘Relax from War 
to Sales Staff 


. ’ 
Truman D. Weller has joined the | with Greystone, 
sales staff of Vision Magazine, New | . . 
|York. He was formerly national, Wintner Advises 
|advertising manager of the Minne- | 
apolis Star. Philadelphia, Sept. 7.—A _ wine 
Hazen P. Spinney, formerly with _ producer has become one of the first 
The American Weekly and Better) american advertisers to take direct 
Homes & Gardens, has also joined 
the sales staff. 


Biggs Antiques to Houck 


Biggs Antique Company, Rich-| 
|'mond, Va., furniture reproductions, 
has appointed Houck & Co., Roan- 
oke, Va., to direct advertising of its 
furniture reproductions. Magazines, | 
outdoor posters and direct mail will | 
be used. Dan W. Lindsey, Jr., for- | © the new status. 


| advantage of feverish interest in the 


will follow that of the last war. 

Bisceglia Brothers 
Philadelphia wine manufacturer, 
allowed only a few days to elapse 


adaptation of its radio commercials 


|been named manager of the| dio audience is: “During the stress 
|agency’s new Richmond office. 
} 


will find relaxation and mild stimu- 


Hunton Takes New Post 


x .,, | stone sherry.” 
Frank Hunton, for ten years with y 


J. M. Korn Company, the agency 


quickening sales in the state liquor 
stores which are the sole outlet. 
Since retail salesmen are not per- 
‘ mitted to recommend brands, it ar- 
Pumphrey Company, Portland, ues, the effectiveness of the new 
Ore., a hospital association, has gues, mong 
placed its account with Botsford, | appeal can be checked in the course 
| Constantine & Gardner, Portland. | of a few days. 


ager of Outdoor Life. 


‘Agency for Pumphrey 


5 ary 
‘tie 


the Cash Register makes the same sound 


SALES .. 


lis or county seat town—in department store or in 
general store. 


T" little bell that rings means the same in metropo- 


. You want sales and sales volume, and you want to 


build your sales volume as quickly and economically as possible. 


Advertising in The Globe-Democrat rings cash registers, not 
only in St. Louis, but throughout this great 49th State market 
. . . Rings them briskly, simultaneously . . . Gives sales cover- 


Oil 
the Illi- 
nols Basin—Right 
in the 49th State. 


There's an 
Boom in 


Write for Facts. Democrat 


Sy 


The Newspaper of The 49th State 


Zouis Gloves 


age that mounts and grows through this responsive region sur- 
rounding St. Louis, sales and shipping center of a super market. 


Don't miss this plus and extra advantage which The Globe- 


offers to MULTIPLY your sales. 


5 erage fk ee : m mn aa ; 


| European situation and speculation | 
'as to whether the course of events | 


Corporation, | 


| between the declaration of war and | 


A typical exam- | 
merly with Cecil & Presbrey, has| Ple of its current advice to the ra- | 


and strain of the coming weeks you | 


lation in a glass of fine old Grey- | 


Popular Science Publishing Com-| . : . 

pany, New York, has been ap-| for the wine producer, believes that | 
J, ’ . . Ps . 

pointed Western advertising man-| this counsel will be reflected in 


} ' 


| 
| 


| | 9 Sow 
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* JoHN 
BARRYMORE 


ster of “My Dear Children,” the 
sensshona! lerce comedy currently 
playing a! the Selwyn Theater, re- 
contly visvted the Fannie May Kiteh- 


ene . 

-He Aaah 
"J always had thought thet eny 
good chocolate would be sat- 
isfactory for moking fudge. You ca 
easily see how cmazed ! wes to find 
| that Fannie May actual/y went to the 
trouble of blending different chocclate 


flavors, some of them from far corners 
of the earth. Now ! know the reason why 


—— * 


you produce such an excellent fudge.” 


September 11, 1939 


JOHN BARRYMORE HAS NEW ROLE 


Noted thespian thet he is, John Barrymore handles a testimonial role with equal 
skill for the Fannie May Candy Shops, Chicago. 


Fannie May Candy 
Gives Barrymore 


New Starring Role 


Chicago, Sept. 5.—Drama lovers 
[here were both surprised and 
| pleased last week to find that John 


stage and screen, the “Caliban” of 
a turbulent private life and admit- 


tedly one of the greatest actors of | 
all time, had discovered a new role. | 


Though it was but a one-time per- 
formance—and one 
| experience- 
terly skill. 

His classic features headlined an 
|advertisement of the Fannie May 
Candy Shops in the Chicago Trib- 
une on a day when war news was 
|} sending circulation to new peaks. 
‘His quoted words dwelt not 
the eternal mystery of woman or 
the oft-repeated predicament of a 
guy called Hamlet, but 
voted instead to a calm statement 

technique of making 


here is what Mr. Barrymore said 
in reporting “What I saw at Fannie 
May.” 


“IT always had thought that any | 


good chocolate would be 
tory for making fudge. You can 
easily see how amazed I was to find 


|that Fannie May actually went to| 


the trouble of blending different 
chocolate flavors, some of them 
from the far corners of the earth 
Now I know the why 
produce such an excellent 


reason you 


fudge via 
Plan Complete Series 


A company spokesman said that 
this insertion was _ the 
series in which the candy company 
would take a variety of personalities 
“behind the scenes,” as 
with Mr. Barrymore, and then let 
them tell the public what they saw 

Fannie May, he added, feels that 
the candy buying public has noi 
been sufficiently impressed with the 


Was 


Barrymore, long the great lover of | 


strange to his! 
he played it with mas- | 


upon | 


were de-| 


satisfac- 


first of a} 


done | 


care and skill employed in confec- 
tionery making. The campaign is 
designed to achieve this. Few of 
the personalities to appear in the 
series will be as famous as Mr. 
Barrymore. This week’s insertion 
will present a schoolgirl; others will 
present a housewife, a street car 
conductor and stenographer. 

While the campaign is at present 
limited to Chicago, it is expected 
|} that it will probably be used in 
some of the 22 other Midwest cities 
where Fannie May has stores. There 
are 40 outlets in Chicago. Insertions 
will appear twice a week and wil! 
range from 210 to 508 lines in size. 

Another noteworthy point is that 
none of the testimonials is paid for, 
although the publicized visitors ar« 
of course given a gift of Fannie 
May candy. Mr. Barrymore’s testi- 
monial was obtained in this same 
manner. 

Inspiration for the Barrymore tie- 
up came from the fact that one 
scene in his current play shows 
him passing out fudge that he has 
made (in the play). This fudge has 
been supplied to the theater by 
Fannie May, though no credit line 
appears on the program. A com- 
pany representative visited the star 
backstage, suggested the visit. Mr. 
Barrymore agreed and the adver- 
| tisement was born. 

Of additional interest to those 
who recall the battle of several 
/years ago between the tobacco in- 


| 


| dustry and the confectioners brought 
lon by Lucky Strike’s slogan, “Reach 
for a Lucky instead of a sweet,” is 
the fact that Mr. Barrymore’s pic- 
ture in the copy shows him smok- 
ing a cigarette. 

Sorensen & Co. is the Fannie May 
ugency. 


| 


MAILING SERVICE 


_ Multigraphing -——  Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


140 Se. Dearborn St. Wabash S655 
CHICAGO 
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Blue Coal Repeats 
Record Newspaper 
and Radio Drive 


New York, Sept. 7.—Encouraged 
by an estimated 10 per cent increase 


» sales, Delaware, Lackawanna & | 


Vestern Coal Company will launch 
4 newspaper campaign for Blue coal 
this fall that will at least equal the 
record drive of last year, it was dis- 
closed this week. In addition, the 
coal company’s radio show, “The 
Shadow,” will return to the air 
Sept. 24 on 14 stations of the Mu- 
tual Broadcasting System. 

The newspaper schedule includes 
17@ papers in 163 cities on the At- 
jantic coast south to Virginia and as 
ar west as Minnesota, and involves 
the participation of 354 dealers. The 
Blue coal broadcast will be sup- 
ported by radio page copy in cities 
in which the radio program is heard. 


Economy Keynote Stressed 


The new campaign represents a 


Lenz to Join “Look” 

Herbert S. Lenz, art director of 
|'R. H. Macy & Co., New York, has 
|resigned to assume the new position 
of art director of Look, Des Moines, 
|effective Sept. 15. Before joining 
Macy’s three years ago, he held a 
similar post with Montgomery Ward 
& Co., and was assistant advertising 
manager and art director of Hart, 
Schaffner & Marx. 


Form Funeral Network 
Headed by Albert H. Hoppe, Inc., 

St. Louis funeral directing company, 

a group of morticians have formed 


ice, a nationwide network to offer 
mortuaries everywhere cooperation 
in case of out-of-town burials. Busi- 


are being used. 


Associated Funeral Directors Serv- | 


F amawerth Whets 


of the full schedule, which will be 
confined to magazines, are still be- 


Consumer Appetite ' “°"**¢°"" 


for Television 


New York, Sept. 6.—Warren- 
| Norge Company, Inc., local distribu- 
!tor for Farnsworth Television & 
Radio Corporation, Fort Wayne, 
Ind., this week opened an extensive 


teaser campaign in a large list of | 


metropolitan New York newspapers, 
/marking initial promotion of the 
|company’s line of radio and tele- 
vision receivers. 

National copy on the new re- 
ceivers is expected to break with a 
| double-page insertion placed by 


ning Post late this month. Details 


Pushes Radio Sets 


The teaser advertisements, which 
| state “coming soon. ..the radio that 
| bridges the gap to television,” are 
| intended to arouse consumer curios- 
| ity and promote dealer interest un- 
| til deliveries of the new sets can be 
;made, which will be in about two 
| weeks. The company does not ex- 


|pect heavy sales of television re- | 


|ceivers this year and consequently 
'is pushing its radio sets, which are 
readily adaptable to picture recep- 
| tian, for the remainder of the sea- 


ness papers in the mortuary field | Farnsworth in The Saturday Eve- | son. N. W. Ayer & Son is the 


agency. 


Diamond Campaign 
To Be Continued 

The recently launched advertis- 
ing campaign of De Beers Consoli- 


dated Mines, Ltd., will be continued 
without interruption, N. W. Ayer & 


'Son, Philadelphia, announced last 
week. 
Because war usually disrupts 


world markets, some fear was felt 
that the campaign might die in its 
infancy. 


Taylor Names Hoyt 

W. A. Taylor & Co., New York, 
‘has appointed Charles W. Hoyt 
‘Company, New York, to handle the 
| advertising of John Jameson Irish 
| whisky, Havana Club rum, Govern- 
ment House rum and Cusenier cor- 
dials. The agency will continue to 
' handle Bass ale. 


| 


| 


sharp departure in copy from last} 
year’s advertisements in which sec- 
tional appeals were used to tie in | 
with specific heating and coal prob- 
lems of geographical areas. The | 
1939-40 series is built around the | 
single theme of economy, succinctly | 
expresed in the phrase, “Blue coal | 
costs less.” 

The Blue coal copy story runs as 
follows: “Blue coal costs less be- | 
caue it burns with a mild draft and | 
cuts chimney loss. It burns com- 
pletely, ending ash-pit waste. It 
gives healthy heat which cuts down | 
doctors’ bills. It gives clean heat, 
which reduces cleaning expenses.” | 


Uses Comic Illustrations 
The newspaper campaign will | 
tart Oct. 2 with insertions varying | 
from 400 to 165 lines. The smaller | 


udvertisements will employ comic 
illustrations to make up in attention | 
alue what they lack in size. Ruth- 
auff & Ryan handles the account. 


Imprinted | 


} 


AUTOPOINTS 


Open Doors for Your Salesmen! 


| 
ERE’S a gift that 
makes a good im- | 

pression right from the 

start. . . and goes on 

recommending your 

product year after year, 

by its own trouble-free 

writing performance. 

Has famous Grip-Tite 

tip—leads can’t wobble 

or fall out. Your sales 

message imprinted on 

an Autopoint is as- 

sured a permanent 

place in your prospect’s 

pocket. The value of 

imprinted Autopoints | 

in sales work has been 

proved thousands of 

times. Write for our 

fact-filled book, ‘The 

Human Side of Sales 

Strategy,’’ that tells 

how more than 6,000 

prominent firms use 

Autopoints to increase 


sales and open new 

accounts. 

: We I EETTER | 
AUTOPOINT COMPANY Dept. AA-3 
100) Foster Avenue Chicago, IMineis 


| 
} 
| 
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ANNOUNCING 


TWO GREAT NEW 
CHICAGO NEWSPAPERS 


CHICAGO DAILY 


HERALD-AMERICAN 


On Monday, August 28th, the morning Herald and Examiner 
and the Evening American were merged as the Chicago 
Herald-American, a new and greater afternoon newspaper. 
The Herald-American is a full-sized newspaper. combining 
the best features of each of the merged publications. It offers 
greater value to readers. It offers greater value to advertisers. 


CHICAGO SUNDAY 


HERALD-AMERICAN 


The Sunday Herald-American carries the major features of 
the Daily Herald-American in addition to all the features of 
the discontinued Chicago Sunday Herald and Examiner. The 
Sunday Herald-American is a bigger, better, brighter news- 
paper. It gives more value to readers . ... and advertisers 


NATIONAL ADVERTISING 
RODNEY €E. 


New York 
Baltimore 


REPRESENTAT 


Chicago 
Atlanta 


Detroit Pittsburgh 
San Francisco 


Boston 
Los Angeles 


BOONE ORGANIZATION 


Philadelphia 


IVES: 
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Health Foods Makers 
See Sales Problem 


as Educational Task 
Lack of Outlets Held 


Barrier to National 
Advertising 


Chicago, Sept. 6.—While several 
nations of the world moved grimly 
toward destruction and death last 
week, a serious albeit cheerful 
group of manufacturers and retail- 
ers met here to discuss ways and 
means of selling health and longer 
life to an increasing segment of 
American consumers. 

This group was the National 
Health Foods Association, whose 
second convention brought 40 
manufacturers and 200 retailers 
together. Each section represents 
about 50 per cent of the total now 
operating in the field. 

While the industry’s stature in 
national advertising is not large, its 
potentialities are indicated by the 
estimated $500,000,000 spent annu- 


Boulder Dam, man’s largest 


Mnveles Examiner . . 


West of the 


EXAM 


eg 


engineering job, develops 
1.835.000 horsepower. But for selling power, take the Los 


LARGEST MORNING & 
SUNDAY CIRCULATION 


220,185 Families... DAILY 
560,882 Families .. . SUNDAY 


CONFIRMATION BY "ADVERTISERS: 
For the Ist 7 months of 1939, the Examiner's 
retail advertising INCREASE was 507,718 lines 
— almost as much as the combined net gain 
of ALL the other Los Angeles papers. 


LOS ANGELES 


Nationally Represented by 


RODNEY E. BOONE ORGANIZATION 


ally for health foods products. This 
estimate is unofficial and includes 
sales of health food products by 
about 1,000 other manufacturers in 
addition to those officially classi- 
fied as health food manufacturers. 
Many manufacturers of regular food 
line products, it was pointed out, 
have one or more items that are 
classified as strictly health foods, 
although the manufacturer does not 
limit itself to that type of product. 
George J. Fleming, secretary of 
the association, told ADVERTISING 
AGE today that a survey is under 
way to determine the total dollar 
volume of association members. 
This is the first effort made by the 
comparatively young organization to 
estimate its commercial scope. 


Are “Advertising-Minded” 


Distribution, retail and consumer 
education were listed by Mr. Flem- 
ing as major problems for the 
group. He said that nearly all of 
the manufacturers as well as the 
retailers are “advertising minded” 
but that their activities were at 
present limited. 

Products are sold chiefly through 
500 outlets in 40 states. Some de- 
partment and grocery store sales 
are acknowledged but clerks in 
these stores usually have neither 
the time nor the requisite knowl- 


Missouri ! 


INER 


tative. 
(right), advertising manager. 


must 
sales. 


accompany most health food 

Much of the convention was de- 
voted to a course in store manage- 
ment and this, in turn, placed con- 
siderable stress upon promotion 
techniques. Nearly all of the stores 
at present rely heavily upon direct 


STORCK IS VAN CAMP LEADER 
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W. B. Stokely, Jr. (left), president of Van Camp's, Inc., Indianapolis, is shown 
here presenting the President's Cup to W. P. Storck, St. Louis district represen- 
Back of them are Warren Tingdale, sales manager, and Ray N. Peterson 
The cup is an annual award, given for the best 


I 
| 


| | 


mail and occasional newspaper ad- 
vertising, Mr. Fleming remarked. 
Manufacturers have yet to attain 
sufficient distribution to support 
much national advertising. 

Physical Culture magazine allo- 

cates one page per issue for a listing 
of the association membership, 
while many of the manufacturers 
use space in Health Foods Retail- 
ing. 
Health food products are sold to 
a wide variety of consumers, Mr. 
Fleming commented. They include 
both young and old, those who want 
to regain their health as well as 
those who have never been and 
don’t want to be sick. 

Growing interest in health foods, 
he said, has been stimulated by the 
increased public consciousness of 
vitamins and dietetic knowledge. 
These people, he added, are not 
“faddists,” although many of them 
believe that high degree of refine- 
ment in many common foods has 
robbed them of essential vitamin 
substances. Nor are the association 
and its customers a 100 per cent 
vegetarian group, although Mr. 
Fleming admitted that the anti- 
meat bloc did constitute a majority. 


Own Experience Helps 


Most of the manufacturers got 
into the business by discovering or 
perfecting products which helped 
them to regain their own health. 
This guarantees their enthusiasm 
but not always their profits and it 
is to this latter end that the asso- 
ciation seeks to help its members. 

Whether or not the health food 
experts are potential millionaires, 
analysis of their direct mail output 
reveals a mastery of words which 
at times approaches poetic quality. 

Howard V. Inches, head of New 
Hunger, Inc., distributed a booklet 
at the convention telling of his own 
fight for health and describing sev- 
eral of the products made by his 
company. 

One of them, an unsulphured mo- 
lasses bar, was described in part as 
follows: “Man in the magnificence 
of his world of science and inven- 
tion, has robbed the natural sugars 
of their valuable mineral elements. 


Whither gone these priceless jewels, 


foundation stones to strong bones 
and healthy teeth? Briefly, into 
molasses, the offal of the sugar re- 
finery.” 

A coconut whip bar brought these 
words: “Marble-like in statuesque 
beauty, this candy bar embodies a 
simple formula—coconut, dates, 
honey, cleaned raw sugar and fresh 
egg whites! For the traditional 
lover of coconut, this is heaven in 
sweets.” 


To “Peanut Heaven” 


The Honey Brook peanut bar 
reaches another heaven, according 
to the booklet, and “is chock full of 
fresh roasted United States No. 1 
Virginia peanuts—but it won’t gum 
up those loose ‘uppers.’ Selected 
natural fruits, cleaned raw sugar 
and a bit of white clover honey 
gives a ‘caramel’ consistency that 
won’t cloy the appetite but will put 
one in peanut heaven.” 

Modern Diet Products, Inc., Mil- 
waukee, offered a varied line of 
foods ranging from Sipp, a coffee 
substitute made from fruits, grains, 
roots and de-caffeinated coffee; 
Santay, a meatless bouillon, and 
Sym, an aperient tea recommended 
in Hauser’s “Zig-Zag reducing diet.” 

Other products offered by various 
companies included Stamina, a soy 
bean preparation suggested for aid 
against ulcers, colitis, nephritis, 
chronic gastro-intestinal diseases, 
gallbladder conditions and general 
debility. 

The association has a membership 
seal but this implies only that the 
manufacturer belongs to the asso- 
ciation and does not involve any 
tests or recommendations. Its use 
is optional. 

New president of the group is 
Stanley N. Phillips, Park-Phillips 
Health Food Company, Cincinnati. 
He succeeds Dr. John Maxwell, well 
known operator of a Chicago vege- 
tarian restaurant. 


URGES HEALTH EXPERTS 
TO TURN TO ADVERTISING 


Los Angeles, Sept. 6.—Declaring 
that health experts should take a 
lesson from professional advertising 
men, James G. Stone, executive sec- 
retary of the Los Angeles Tuber- 
culosis association, told the Ameri- 
can Dietetic Association convention 
here last week that advertising 
methods should be studied and util- 
ized in selling health to the public. 

He advised them to clinch their 
campaigns with simple and easy 
slogans. “Too much consideration 
for terms such as vitamins and 
calories takes all the fun of eating 
away for the average man,” he said. 
“If we want our education to reach 
that average man and his family, 
we must make our campaign intelli- 
gible to him. This means we must 
not confuse it with technical terms 
over his head.” 


(Neti, Rubber Cont 


An Asset to the Graphic Arts 
Professions- Nationally Used 
3 Grades - Light-Medium and 
Heavy~-$2% Per Gal Post Paid 
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Coming 
Conventions 


Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 19-20. Annual meeting, 
National Publishers Association, 
Skytop Lodge, Skytop, Pa. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
scciation, Hotel New Yorker, N. Y. 

Sept. 25-28. Annual convention, 
Advertising Typographers Associa- 
tion of America, Belmont Plaza 
Hotel, New York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 16-17. Fall meeting, News- 
paper Advertising Executives Asso- 
ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hote] 
Stevens, Chicago. 

Oct. 19-20. First annual meeting, 
Packaging Institute, at Edgewater 
Beach Hotel, Chicago. 

Oct. 25-28. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Oct. 26-27. Annual convention, 
Pacific Council of American Asso- 
ciation of Advertising Agencies, 
Hotel Del Monte, Del Monte, Calif. 


Michigan Apple 
Copy to Appear 


in Seven States 


Lansing, Mich., Sept. 5.—The 
$50,000 Michigan state apple adver- 
tising campaign wil involve news- 
paper copy in seven Midwest states, 
dealer displays and a slogan, “‘Na- 
ture Smiles on Michigan Apples,” 
according to C. C. Taylor, chairman 
of the five-man commission han- 
dling the program. 

The slogan is to be used with dis- 
play pictures of the ten most fa- 
mous varieties of Michigan apples. 
Newspaper copy, timed to appear 
when fall and winter apples are on 
the market, is scheduled for Michi- 
gan, Wisconsin, Minnesota, Indiana, 
Illinois, Iowa and eastern Ohio. 


Cites Changing Trend 


In commenting on the campaign, 
Mr. Taylor said that 30 years ago 
apples accounted for 75 per cent of 
all fruit eaten. “Today,” he added, 
“that figure has dropped to about 
16 per cent. Citrus growers, on the 
other hand, have increased their 
percentage from a negligible figure 
30 years ago to about 25 per cent 
today. 

“Non-advertised fruit has been 
taking a steady loss through the 
years, while advertised fruits, such 
as the orange, have been on the in- 
crease. We believe people will eat 
apples again if we keep up with our 
competitors by advertising.” 

The Michigan campaign will fol- 
low closely the technique of that 
ponsored by the Washington state 


WTAG 


WORCESTER, MASS. 


Two measures of returns: 
In Worcester, Income Tax 
Returns exceed the na- 
tional average by 50%. 
| WTAG has the largest 
audience at all hours — 
average 58.88%. 


NBC BASIC RED NETWORK — 
YANKEE NETWORK 


EDWARD PETRY G&G CO., Inc. 
National Representative 


growers. “This plan,” said Mr. 
Taylor, “has been found to be the 
most efficient, the least expensive 
and the easiest to operate of all sim- 
ilar fruit and vegetable selling sys- 
tems.” 

The program is being financed by 
a one-cent-per-bushel tax on grow- 
ers. Brooke, Smith & French, De- 
troit, is the agency in charge. 


Irelan Joins Alliance 


Andrew H. Irelan, formerly with 
Cities Service Oil Company of 
Pennsylvania, has joined Alliance 
Oil Corporation, New York, as vice- 
president. Frederick W. Nash, Jr., 
formerly with the New York 
accounting firm of Peat, Marwick, 
Mitchell & Co., has been named 
treasurer of Alliance. 


Cutex Features 
Two New Shades 


in Heavy Drive 


New York, Sept. 6.—The intro- 
duction of two new Cutex nail pol- 
ish shades will be heralded by 
Northam Warren Corporation this 
month with a heavy schedule in 
newspapers and magazines. Sixty- 
one papers in principal cities will 
carry the copy announcing Hijinks 
and Gadabout, the newcomers. A 
list of women’s magazines will also 
be used. 

Gadabout is described as “a pink- 
ish cyclamen, which contrasts with 
pansy tones, wines, bright greens 


and purply blues.” Hijinks is called 
“a live, clear red, a color to give 
the same swish to the hands that 
bustles give the figure. Copy will 
also stress the fact that the new 
shades are available in “salon pol- 
ish,” a new type lacquer for which 
long wearing qualities are claimed. 

Northam Warren will also pro- 
mote a new line of Christmas gift 
manicure sets, which were recently 
introduced here. The account is 
handled by J. Walter Thompson 
Company. 


Daniel Leaves WSM 


Harben Daniel has resigned as 
commercial manager of WSM, 
Nashville, to manage Station WSAV, 
which will soon start operation in 


Winston Joins KFAR 


Jack Winston, formerly with the 
Nationa! Broadcasting Company in 
San Francisco and leader of his 
own band, has been named manager 
of Station KFAR, Fairbanks, Alaska. 
The station will begin broadcasting 
Oct. 1. W. K. Foster, formerly com- 
mercial manager of Station KINY, 
Juneau, Alaska, has been named 
assistant manager and sales direc- 
tor. 


Stein, Hall Appoints 

Stein, Hall & Co., New York, 
manufacturer of starches, dextrines 
and gums, has appointed Evans, Nye 
& Harmon, New York, to handle its 
advertising. Publications in the 
textile, paper box-making and ad- 
hesives-consuming industries. will 
be used. 


| Savannah, Ga. 


“DEAR FRIEND PRESS: Vo one helped us but you...” 


IT HAS BEEN SAID that when an impor- 
tant person is sent to prison as a result 
of its work, the Cleveland Press cuts 
another notch in a typewriter. Nothing } 


could be farther from the truth. 


THE PRESS is never vindictive. Its objec- 
tive is never the punishment of the crim- 
inal but the prevention of the crime. It 
is the job of any good newspaper to pro- 
tect its city and its people from organ- 


ized and protected crooks. 


HUNDREDS OF ARRESTS and indictments, | 
a high score of convictions, prison terms 
totaling several hundred years. 


These | 


are listed as evidence of the effective- 
ness of the Press’s recent work. They 
would make a lot of notches if the Press 
were a notch-cutter. But there is no glow 
of triumph over these sad but necessary 
consequences of a job someone must do; 
and the Press is doing it—not for itself, 


but for Cleveland. 


“J from a letter to The Cleveland Press |e 


Ir WAS A LONG queue of strangely as- 
sorted people that lined up outside the 
Criminal Court Building in Cleveland 
that snowy morning. Rich and poor, old 
and young, fashionably dressed men and 
women, misers in rags and shawls, retired 
old men, widows, and orphans. Eighty, all 
told. 


Their leader was Clayton Fritchey, the 
reporter from the Cleveland Press who 
had rounded them up and brought them 
together. For the rest of the day, an as- 
tounded Grand Jury listened to over- 
whelmingly convincing evidence on the 
cemetery lot racket. Indictments, arrests, 
convictions followed, despite loopholes in 
the Ohio laws that made Cleveland seem- 
ingly safe for racketeers. 


The trail has been a long one. Knaves 
in high places have been put behind bars. 
Cleveland has shown the rest of the coun- 
try the way to fight this type of public 
enemy. Amendments in the law have been 


a 


2 es 


S-H OWA RD 


made to safeguard the future. 


Clayton Fritchey has played the roman- 
tic role of reporter-detective in a manner 
found only in whodunit fiction. With one 
important exception: he did not do it for 
the sake of the story. With a chance to 
score the sort of “scoop” dear to every 
newspaper man’s heart, he held his silence 
until the offenders were safe in prison. 

Why? Just because the racket victims 
could find no relief in official quarters. 
Just because they turned for help, as all 
Cleveland does, to the Cleveland Press. 
Just because the Press is the kind of paper 
that thinks of its city first and itself after- 
wards. In the terms of the Pulitzer Award 
to the Cleveland Press, it was “the most 
disinterested and meritorious public serv- 
ice rendered by an American newspaper.” 

“Disinterested”’—“meritorious’’—‘‘pub- 
lic service’’—these are the things that give 
the Press its Power — power to do good; 
power to move goods, 


The Cleveland Press 
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1938 Time Sales | 
of Car Dealers 


in Strange Slump 


Washington, D. C., Sept. 5.—A 
sharp decline in 1938 time payment 
sales of automotive dealers is one 
of the unexplained mysteries of 
that year, according to the market- 
ing research division of the Bureau 
of Foreign and Domestic Commerce, 
which is now printing its annual 
credit survey. 

Total sales of 127 reporting auto- 
mobile dealers declined 27.8 per 
cent in 1938, compared with a drop 
of 33 per cent in instalment sales 
and with only 11.3 per cent in all 


retail sales in the United States. 
Deferred payment transactions rep- 
resented 43.4 per cent of the average 
automotive dealer’s volume in 1937, 
and the 1938 decline in this type of 
transaction accounts for a large part 
of the industry’s loss in that par- 
ticular year. 

Cash sales of reporting automo- 
tive dealers, which represented 37.8 
per cent of their total sales in 1938, 
were off 24.7 per cent from 1937. 
Open credit sales declined 22.3 per 
cent in 1938, and accounted for 22 
per cent of total sales. 


Reason Is Mystery 


“As there was no indication of a 
severe restriction of instalment 
terms at the close of 1937, or during 


1938,” said the report, “the decline 
of automobile instalment sales must 
be attributed to some other combi- 
nation of factors influencing con- 
sumer demand.” 


Instalment Loses Advance 


Instalment account losses of the 
reporting dealers advanced from 23 
cents on each $100 of instalment 
sales in 1937 to 42 cents in 1938, but 
remain far below the figure for 
other industries. Instalment losses 
of car dealers are much less than 
those on charge accounts, a rela- 
tionship found in no other major 
trade. This is due to a substantial 
down payment and terms gauged to 
provide a repossession value in ex- 
cess of the outstanding balance. 


WFBR Signs New 
Preakness Contract 


Station WFBR, Baltimore, has 
signed a five-year contract with 
Maryland Jockey Club, giving the 
station exclusive broadcasting rights 
to all races run under the club’s 
direction. 

Some of the races include the 
Preakness Race and the Pimlico 
Special. Alfred Gwynne Vander- 
bilt is president of the club. 


Full Time for KROY 


Station KROY, Columbia Broad- 
casting System outlet in Sacramento, 
California, is now operating on a 
permanent full time schedule. Base 
rate remains at $75 per evening 
hour. 


“AY YUST COME TO PAINT!” 


—and because he did “yust come to paint” the chances are the job will be a better one than otherwise. 


...An engraver, of course, can operate a pretty good photography department. He can have 


an art studio where odd jobs of drawing and retouching can be done with “neatness and dispatch.” 


He may even offer ideas for layout and design. 


the making of photo-engravings. . 


... The Rogers Engraving Company concentrates on 


. . Specialization developes perfection. Advertisers know this, and 


Rogers has found that those advertisers who invest considerable amounts of money in advertising 


employ specialists to produce the various units necessary in the building of an advertisement... . 


If you are a user of engravings and would like to buy from an organization which functions without con- 


fusion for you, which produces a craftsmanlike product, which understands the problems of reproduction 


in metal, and which does these things at a cost that will fit your budget, we would like to talk to you. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President e 


Master Craftsmen of Photo-Engraving 
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NEW DANGER SIGN 
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ABOUT GINGIVITIS 


1 common gum inflammation often | 
a forerunner of dreaded Porrhen | 
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Returning to its famous “Four-Out-of- 

Five" slogan, Zonite Products Corpora- 

tion warns against the ravages of gingi- 
vitis, a prelude to pyorrhea. 


Wisconsin Plans 
Package Research 
on Natural Cheese 


Madison, Wis., Sept. 6.—Gov. Heil 
has approved a special allocation of 
$5,000 of state funds for experi- 
mental work by the department of 
agriculture and markets in cheese 
merchandising through smaller con- 
sumer packages, according to L. G. 
Kuenning, dairy division head of 
the state department of agriculture. 

State agricultural leaders main- 
tain that the cheese processors are 
taking away the market from the 
manufacturers of natural cheese by 
progressive merchandising and ad- 
vertising. They contend that greater 
sales appeal exists in the small 
packages of processed cheese than 
the large portions which cheese 
makers send to the stores for sale. 

It is to help modernize the mer- 
chandising methods of the natural 
cheese business that this sum has 
been designated. 


Fountain Leaves Tenney 


Clarence L. Fountain, Eastern 
general manager of Tenney, Wood- 
ward and Conklin, New York, for 
the past three years, has resigned. 
He has not announced his plans for 
the future. 


“Star-Journal” Builds 


Construction will soon be started 
on a new addition to the Minne- 
apolis Star-Journal building, which 
will double the size of the present 


Lunching, dining or stay- 
ing at the Bellevue is to 
see the real Philadel- 
phia. Famous people and 
important events just 
naturally gravitate tothe 
renowned hotel. You will 
enjoy its superb service 
and moderate prices. 


Include Historic 
Philadelphia in 
Your Itinerary. 


(Air-Conditioned Restaurants) 


IN PHILADELPHIA 


Cloude H. Bennett 
| Genera! Monager 
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Pear Growers 
Seek to Overcome 


Dealer Ignorance 


Portland, Oreg., Sept. 7.—Dealer 
education through six road shows to 
cost $80,000 will take precedence 
over every other form of promotion 
of the Oregon-Washington Pear 
Bureau during the fall and winter, 
the Pacific National Advertising 
Agency (formerly Izzard Company) 
disclosed today. 

Like many other fruits, pears are 
ripened in the dealer’s store, and 
ignorance or neglect by many re- 
tailers of the correct procedure has 
tended to emasculate consumer ad- 
vertising by presenting an inferior 
product. While some consumer ad- 
vertising will be done through car 
cards, food shows and display ma- 
terial, emphasis will be placed on 
perfecting the product. 

The six shows will leave the 
Northwest shortly to carry the edu- 
cational campaign to dealers in all 
parts of the country. Traveling in 
plywood trailers, the shows will 
present an industrial movie, “Pear 
Lands of the Pacific,” which will 
instruct dealers in their duty in cli- 
maxing the care lavished on pears 
by the growers. As an adjunct, the 
field crews will carry boxes of prop- 
erly ripened fruit, which will be 
distributed among guests at each 
showing, to point the moral that 
properly ripened pears are truly a 
dish for kings. 

The traveling salesmen will also 
give retailers a demonstration of 
proper point-of-sale display of both 
the product and of its advertising. 
Model floor plans have been drawn 
to give dealers ideas of how to make 
their fruit displays more effective. 


Frigidaire Hails 
Largest Single 
Refrigerator Order 


Dayton, O., Sept. 5. — Special 
Frigidaire newspaper copy will be 
used in major markets throughout 
the country to feature the largest 
single refrigerator order ever re- 
ceived. In most instances, 1,000 
lines will be used through Lord & 
Thomas, Chicago. 

Frigidaire has received an order 
from Parkchester Apartment House, 
New York, for 12,262 household re- 
frigerators to go in as many kitch- 
ens of that huge development. A 
“city within a city,” Parkchester 
will have streets, landscaped gar- 
dens and_ recreational grounds. 
One-fourth of the total area of 129 
acres will be devoted to 171 fire- 
proof buildings. 

According to the Frigidaire ad- 
vertisement, the project will make 
available “the finest type of hous- 
ing for families of moderate means,” 
with Frigidaires providing efficient, 
economical refrigeration in every 
kitchen. 


In Starch Survey 


Having included Life in a continu- 
ous magazine-reader survey on a 
preliminary occasional issue basis. 
Daniel Starch, New York, has an- 
nounced its inclusion on an unin- 
terrupted basis, effective with the 


Montgomery Ward 
Doubles Earnings 


Net profit of Montgomery Ward 
& Co., Chicago, for the six months 
ended July 31, 1939, amounted to 
$10,315,808, compared with $5,139,- 
526 for the comparable 1938 period. 

Net sales for the six months ag- 
gregated $208,556,000, an increase 
of 14 per cent over ‘1938, and 6.5 
per cent over 1937, when profit 
reached $9,049,644. 


Rejoins Electromaster 


Gerald Hulett, formerly regional 
manager of Bendix Home Appli- 
ances, South Bend, Ind., has been 
reappointed general sales manager 
of Electromaster, Inc., Detroit. 
Prior to 1937 he held the same post 
with Electromaster. 


Seagram Plans 
Continuation of 
Moderation Theme 


New York, Sept. 5.—A continua- 
tion of the moderation theme which 
has marked recent advertising by 
Seagram-Distillers Corporation is 
planned this fall, it was revealed 
here today by Walter M. Swert- 
fager, director of advertising and 
sales promotion. Full page color 
copy in national magazines will 
carry the message. Newspapers, 
business papers, outdoor posters and 
point-of-sale display are other 
phases of the program. 

Four full pages on the mod- 


issues of Collier’s, Liberty and Life, 
and Esquire and The New Yorker 
will carry half pages. Two of the 
advertisements will pay tribute to 
bartenders and two will point out 
that “life holds more for the mod- 
erate man.” 

A newspaper drive for Seagram’s 
Crown brands, to break here this 
week and spread soon to some 200 
papers throughout the country, will 
be larger than last year. Insertions 
ranging from 140 to 300 lines will 
be used several times a week in 
major markets. 

Newspaper copy will be devoted 
to results of tests in which celebri- 
ties compared present Crown brands 
with those sold in 1934. Headliners 
whose testimonials will be used 
include foci Culbertson, Rex Beach, 


Ham Fisher, John B. Kennedy, 
Larry MacPhail, Ted Husing and 
Frank Buck. Warwick & Legler is 
the agency. 


Now Hedges-Cardenas 


Howard Hedges Advertising, 
Houston, Tex., has changed its name 
to Hedges-Cardenas Advertising 
Agency. Jack Singleton has joined 
the agency as account executive, 


and Margaret Tinsley as_ radio 
director. 

Forker in Dallas 

Don Forker has been shifted 


from the New York to the Dallas 
office of Tracy-Locke-Dawson. He 
was formerly with Lord & Thomas 
and was advertising manager of 


Sept. 4 issue. 


ANA Adds General Tire 


General Tire & Rubber Company, 
Akron, has been elected to member- | 
hip in the Association of National | 
Advertisers. Ralph H. Harrington, | 
ivertising manager, will represent 
the company. 
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CLL UCL OOS © LES BOEHLES © BHLies 


MERCHANDISE PRIZE AWARDS 


eration theme will appear in fall 


Union Oil Company. 


The fhtladelphia picture 


There should be a special place for the 
Philadelphia picture in the gallery of every 
advertiser . . . for it is a picture not repeated 
in any metropolitan market in America. 

It is a picture of America’s greatest city of 
individual home-dwellers*—a vast community 
of home-loving people who have given circula- 
tion leadership for thirty-four consecutive years 
to one daily newspaper — without subscriber 
contests or premiums or prizes to subscribers. 

. a newspaper which impartial researcht 
proves is preferred for advertising readership 
by more people than all other Philadelphia 
newspapers combined ! 


That newspaper is The Evening Bulletin. 


The Evening Bulletin began its rise to 
leadership forty-four years ago as the smallest 
of thirteen newspapers in Philadelphia. 

It determined then not to force circulation 
by artificial means — but to succeed on merit 
alone . . . to gain and hold subscribers only 
through interest and confidence. The Evening 
Bulletin has never departed from that policy. 

People buy The Bulletin to read —to read 
thoroughly. 

And their interest and confidence in its news 
and editorial columns are carried to the adver- 
tising in its pages—they buy The Evening 
Bulletin to read and read it to buy! 

Circulation built by 


leadership, gradual 


Evening 


natural growth through reading interest, results 
in exceptional advertising response — greater 
response than might be expected simply from 
greater circulation. 

With The Evening Bulletin alone, an adver- 
tiser can cover thoroughly and effectively the 
great, responsive Philadelphia markett — and 
with The Evening Bulletin he gets this thor- 
ough coverage at one of the lowest costs per 


reader in America! 


*Philadelphia has more single-family homes than New York 
City and Buffalo combined; or Chicago and 8t. Louis to- 
gether; or Cleveland and Detroit; or any of twenty-two 
states. (U. 8. Census 1930). 
+Complete information about consumer surveys in represen- 
tative communities throughout Philadeiphia, made by @ 
nationally known impartial research organization, — 
sent on request. Address The Evening Bulletin, City Ha 
Square, Philadelphia. 


95.38% of The Evening Bulletin's circulation is within 
hiladelphia and its trading area. 


bulletin 


Copyright, 1939, Bulletin Company, Philadelphia. 
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ADVERTISING AGE 


September 11, 1939 


Newspaver Copy 
Heralds Debut 
of 1940 Hudsons 


Detroit, Sept. 5—Officials of Hud- 
son Motor Car Company said today 
that formal announcement of the 
new line would be made within the 
next ten days, together with details 
of the 1940 campaign. 

Hudson has already released ex- 
tensive news regarding its new 
models, reversing the usual trend 
to secrecy followed by most other 
manufacturers. Company spokes- 
men commented today upon the 
success of this strategy, pointing out 
that both dealers and the public had 
been aware for several weeks as 
to just what Hudson was going 
to do. 


Prices Start at $670 


Pre-announcement newspaper 
copy is currently appearing in 100 
newspapers of key cities. This copy 
tells that Hudson prices will start 
at $670 for the six, delivered in De- 
troit, and that the new straight 
eight model will be “styled to fit 


a four figure price tag with inside 
_ luxury to match.” 
| Other features of the cars include 
|a patented wheel-control invention 
| called “Auto-Poise Control,” more 
than one horsepower for each inch 
of wheelbase on the eight and 
standard equipment of Airfoam 
cushions. 

Brooke, Smith & French, Inc., is 
the Hudson agency. 


Wright and Wanamaker 
Join “Forum” 

Ray Wright and A. Banks Wana- 
maker have joined The Architec- 
tural Forum, New York. Mr. 
Wright, formerly with Chilton Com- 
pany, Concrete, and more recently 
with “Town of Tomorrow” of the 
New York fair, will work on the 
Eastern sales staff. 

Mr. Wanamaker, formerly West- 
ern manager of Scribner’s Maga- 
zine, has augmented the Western 
sales staff. 


Mobil in New Orleans 


A newspaper campaign, prepared 
by Ratcliffe Advertising, Dallas, is 
| being used by Magnolia Petroleum 
|Corporation to introduce Mobil 
| products to the New Orleans area. 


Photo by Emery G. Gregory 


Go Gunning with 
OUTDOORS 


Load up your best advertising scatter-gun with your 
hardest shooting ammunition, and pull the trigger 
through the next issue of OUTDOORS! At every trig- 
ger pull you're shooting directly into a circling flock 
of more than 100,000 “prospects”! With every shot 
you'll find that many a fat sale will be promptly 


brought to bag! 


Here’s a happy hunting ground for fun and business 
that’s exceedingly rich in results. 

Think of a concentration of over 100,000 “prospects,” 
all eager for sport, all hungry for equipment, all 
brought close to you by the absorbing articles, pictures, 
and stories in OUTDOORS. 

So go to it, Ml1. Hunter for busi- 


ness 


lot of nice fat Sale$! 


100,000 Net Paid Guaranteed 


$420 a Page 


aim true through the next 
OUTDOORS, and bag yourself a 


Watch Us 

Grow and 

Grow with 
Us! 


~ Outdoors 


BOSTON 
Mark W. Burlingame in Boston 
Nelson J. Peabody in New York 


° NEW Y 


ORK e CHICAGO 
Rayford A. Mann in Chicago 


SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1939. -——_19 38 —_,, —1939—_, -——_193 8 _ 
Pages Lines Pages Lines Pages Lines Pages Lines 
STANDARD Woman's Home Companion... 42.1 28,637 45.8 31,129 
American Mercury.... »» 115 2,247 13.4 2,632 | Woman’s World............- 11.6 7,872 8.3 5,655 
Atlantic Monthly...... ose een 5,033 25.6 6,102 a —- ie 
Current History ........... 9.9 2,219 13.1 2,927 Wetns GEOG .6ssiisorss 390,886 419,274 
APT Te Trrerere 6.9 2,952 6.7 2,891 WOMEN’S GROUPS 
Harpers Magazine........... 26.4 6,293 29.3 6,979 | pawcett Women’s Group— 
=o Pa ie te PEGRLPWOOG cc cctctneseacin 29.5 12,378 23.8 9,983 
Total Group............. .+ 18,744 ... 81,883] seotion Pieture 28.9 12,120 24.6 10,34: 
GENERAL Movie Story ............: 30.2 12,696 24.9 10,442 
*Ace Fiction Group......... 8.7 (1,941 145 3,243) Romantic Magazine....... 25.1 10,544 17.0 —7,12¢ 
AMOPFICRM oc ccccceces . 36.6 15,680 33.4 14,333 aie UM wae 28.5 11,986 24.6 10,325 
American Boy ......... +. 99 6,707 7.8 5,826) Prue Confessions ......... 25.6 10,738 17.4 7,295 
*American Forests .......-. 6.8 2,870 8.0 3,360 | Macfadden Women’s Group— 
American Home (National). 33.1 20,943 29.2 18,448 True Love & Romance.... 28.2 12,095 27.6 11,837 
American Legion ....... -- 13.4 5,759 15.4 6,607) Movie Mirror ............ 34.4 14,770 29.8 12,79 
Arts & Decoration.... 9.2 5,829 6.1 3,864 Radio Mirror ............ 26.6 11,415 25.4 10,905 
ASIA cece cece eeeecceeeeeees 2.7 1,150 3.3 1,440! True Experience ......... 28.1 12,064 27.7 11,865 
Better Homes & Gardens.... 38.1 24,108 33.3 21,019 True Romances .......... 29.3 12,550 27.9 11,977 
*Big Seven Group........... 10.8 2,422 10.8 2,422 | Modern Group— 
Boys’ Life ecoeeeeses , wae 7,448 12.3 8,394 Modern Romances ee ee 31.3 13,441 26.2 11,244 
CMSIG TATE sacscces coi< ae 3,369 6.1 2,606 Modern Screen ........... 35.9 15,396 31.7 13,595 
Christian Herald .. » S78 7,646 18.9 8,089 | Screenland Unit— 
College Humor 6.0 2,574 4.5 1,919 DEM Se dadcaerane aed 24.2 10,372 15.6 6,699 
COOMOUOIEAN Ki csceenccnces 46.3 19,852 39.9 17,137 Silver Screen ..........-. 23.4 10,043 15.7 6,741 
Country Life combined with ——— — 
Horse and Horseman..... 30.6 20,562 35.2 23,657 Total Group ...... ma co ~»- 153,185 
es EE a ek vay 4.6 1,957 5.5 2,374) OUTDOOR 
Esquire (National) ........ 45.2 30,370 47.4 31,829 | american Rifleman.......... 23.0 9,881 22.5 9,672 
Esquire (Sp. Edit.)......... 8.0 5,376 4.0, 2,688) mield & Stream............. 32.5 13,963 28.4 12,203 
*Extension Magazine........ 7.7 5,402 9.5 6,647 | Pur-Fish-Game ............ 12.4 5,308 15.1 6,487 
Fortune .......seeeees. -- 68.3 43,134 69.5 43,924] Hunting & Fishing.......... 12.0 5,166 12.8 5,498 
*Grade Teacher ...... +++ 18,5 8,145 16.9 7,439 | National Sportsman......... 11.9 5,095 12.6 5,424 
House & Garden........... 33.1 20,927 35.9 22,679 Pimbinee TAG6. ..cccccccas 27.6 11.851 25.4 10,899 
House Beautiful.......... » a7 26,327 38.2 24,129 | Outdoors ....ccccccccccccece 7.5 93,201 Sere ere 
SEPMOIOR 6 vccsd sense ccc 11,583 15.3 10,487 | Outdoorsman .............5+. 11.5 4,926 13.6 5,821 
Mechanics Illustrated.... , Fe 6,173 29.2 COSn MOTE ARO 2. cic csvcvices 19.8 8,487 16.9 7,239 
Pe, sep eerenhGee»ws.i0 3.3 1,432 4.2 1,812 _ sore 
*Motor Boating ..... ceoans Mee 26,649 65.5 28,296 Total Group 64,677 63,243 
National Geographic .... . 25.5 6,071 21.5 5,110| MAIL ORDER 
Nation's Business...... -» 40.2 17,230 41.6 ET, COE LCOMMEOEE cece ss cvesevacsaivns 3.8 2,561 5.3 3,606 
Open Road for Boys... 12 | on 2,681 7.1 Be LAROO WOOTIOD cs cede cssaviss 3.7 1,839 3.5 2,354 
Physical Culture........ » 5 5,052 10.3 4,427| Mothers Home Life......... 3.1 2,169 4.1 2,881 
Popular Mechanics.......... 58.3 13,057 64.5 14,444 —-_- — _ - 
*Popular Publications Group 7.2 1,615 9.4 2,113 TOCA GOES: 6 kvcacasvas 6,569 eve 8,841 
Popular Science ............ 93.1 11,893 46.3 10,371) AUGUST WEEKLIES & SEMI-MONTHLIES 
Redbook ...... Lees Poe ed -» 42.1 18,061 30.5 13,076 (Weeklies four issues unless otherwise noted.) 
Scientific American ......... 14.0 6,025 12.9 5,518) The American Weekly..... 16.5 31,409 16.0 30,418 
“Secrets .......++-. reeeeeee 6.0 2,579 5.5 2,345]| Business Week ............ 76.8 32,955 70.0 30,051 
SPU ccc cssscssoses itevnese Baw 12,768 21.8 14,672 | Collier's ..ccccccccccccccece 90.0 61,220 83.8 56,987 
“Sunset Magazine..... vseee 19.0 8,173 = 16.0 CUE MOE 6056 50 had 500 6.45 00 58.4 $25,071 24.7 9,132 
“Street & Smith Comb. - 9.9 2,212 11.9 2,660 | Family Circle ............. 43.9 18,832 39.5 16,928 
*Thrilling Group ..... . ae 3,783 18.0 3,962 | morbes ......... 15.2 6,524 16.4 7,052 
Town & Country............ 41.1 27,650 36.6 24,624/Grit ........ 25.4 9,588 31.3 11,838 
Eravel ..+-. ses em eae 18 864,915 = 8.4 308 | Liberty ........ 57.5 24,661 32.8 14,057 
True Detective ... a 2,866 6.0 2,589 |rite ...... hk TE Male Rss 92.4 62.604 65.1 +41,395 
“Yachting .... ee ; . 50.0 31,640 46.7 29,506 cane in 21.0 414,300 19.5 13.233 
neue Geese Ok 8 eae 117.5 50,418 113.6 48,749 
Total Group ...... cece. ace eee ++ 499,574 *New York Times Magazine. 19.0 19,839 23.7 24,681 
WOMEN’S MAGAZINES Newsweek .............005. 49.5 21,254 30.8 113,192 
Good Housekeeping......... 87.8 37,662 77.1 33,058 Ree 24 1.650 R ez 
Harper's Bazaar .......... 64.0 b43,017 137.1 92,112] pagio Guide ............... 47 3,181 6.3 4,299 
Holland's ..........-, -+++ 11.0 8,325 12.5 9,482) The Saturday Evening Post.133.4 90,740 112.3 76,369 
Home Arts Needlecraft. 2.9 1,981 5. 3,680| This Week .............005: 18.3 18,802 13.1 18,517 
Household ............ 12.8 8,679 11.9 fy | Ae ee 130.1 55,818 129.0 455,348 
Junior League 6.0 3,814 8.9 5,648 | *United States News.,...... 9.7 20,174 13.1 127,411 
Ladies’ Home Journal. 42.1 28,642 44.4 30,164 ute ‘ letinciees 
Mademoiselle .......... 71.0 30,441 25.5 10,920 Total Group 567,385 ... 494,657 
gg SPP eee eee 44.3 30,156 37.2 25,301 
Parents’ (National)... 41.3 17,729 31.8 3,629 *Figures provided by publisher. 
Parents’ (Spec. Edit.). 3.4 1,475 2.7 1,161 +Five issues. 
Photoplay ..... 22.4 15,223 20.5 13,963 tThree issues. 
*Picture Play sees 14.2 6,071 10.3 4,433 §Page size changed from 369 to 429 lines Aug. 12, 1939. 
True Story - 37.1 15,899 36.6 = 15,703 ‘Not included in total. 
Vogue 166.6 105,263 182.2 115,119 b Siret fesue oniy. 


Magazine Linage 
Scores 1.1% Gain 
in September 


New York, Sept. 8.—September 
linage in national magazines totaled 
1,178,090, Publishers’ Information 
Bureau reported today. This is a 
gain of 1.1 per cent over the 1938 
total of 1,165,648, continuing, al- 
though at a slower rate, the gains 
of 10.5 per cent reported for both 
August and July. 

Weeklies and semi-monthlies, re- 
porting August linage, likewise con- 
tinued to gain with a total of 567,- 
385 as compared with 494,657 last 
year, for an increase of 14.7 per 
cent. 

General magazines climbed 3 per 
cent above the 1938 total, reporting 
514,606 lines as compared with 
499,574 last year. Women’s group 
magazines carried 182,608 lines, an 
increase of 19.2 per cent over the 
153,185 reported last year. 

Outdoor publications reported 
64,677 lines as compared with 63,243 
in 1938, a gain of 2.3 per cent. 
Women’s magazines experienced a 
6.8 per cent loss with a current total 
of 390,886 as compared with 419,- 
274 last year. 

Mail order magazines declined 
25.7 per cent, carrying 6,569 as com- 
pared to 8,841 last year. Standard 
magazines reported 18,744 lines, a 
decline of 13 per cent from the 
1938 total of 21,531. 

Figures and page totals for the 
individual publications are shown 
in the accompanying table 


Taylor in New York 


G. R. Taylor & Co., Irvington, 
N. J., distributor of industrial and 
‘onsumer motion. pictures, has 
ypened executive sales offices at 9 
Rockefeller Plaza, New York. O. H. 
Sutter has been named executive 
sales manager and will be located 
in the New York office 


Earnings of 
Advertisers 


Vick Chemical Company 

For the fiscal year ended June 30, 
net profit totaled $2,795,896 com- 
pared with $2,248,138 in the pre- 
vious fiscal year. For the June 
quarter net profit was $86,372, 
against $59,586 in the same quarter 
of 1938. 
Diamond Match Company 

Net profit amounted to $1,048,247 | 
for six months ended June 30, 
compared with $901,526 for the first 
half of last year. This is a gain of | 
16.2 per cent. 


Stokely Bros. & Co. 


Report for the fiscal year ended | 
May 31 shows net loss of $712,905, | 


compared with net loss of $353,295 
in the previous fiscal year. Sales 
totaled $19,236,481, against $16,685,- 
943 in 1938. 


Pet Milk Company 


Report shows net profit of $442,- 
702 for the second quarter com- 
pared with $415,057 in the June 
quarter of 1938. Net sales 
amounted to $7,214,968, against 


$7,002,653 in the June, 1938, quar- 
ter. 
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ADVERTISING AGE 


Meat Industry 
Sees Stimulus 
in War Demand 


(Continued from Page 1) 
hand in New York, it is not ex- 
pected to last. 

The Polish ham, while consti- 
tuting but a small part of the total 
United States volume, has offered 
stiff competition for American 
packers in affected territories. It 
has admittedly been of a good qual- 
ity and comparable to well adver- 
tised brands here. 

General advertising plans of the 
packers will apparently remain “as 
is’ for the present. One spokesman, 
however, pointed out that a lengthy 
war might bring development of 
new products that would need more 
advertising support. 

Wilson & Co. has long been in- 
terested in the lard situation and 
the somewhat lackadaisical recep- 
tion accorded this product until 
recently. Mr. Smith said that only 
a few weeks ago lard was priced 
as low as three pounds for 20 cents 
at retail. Today, without any prom- 
ises being made for the future, it is 
selling at 15 cents a pound. 


Promotes New Container 


Tying in with this increased de- 
mand is the campaign launched by 
Wilson today for its Certified brand 
of lard. Full page copy in the Chi- 
cago Tribune and several other 
Midwest newspapers heralded the | 
arrival of a “new revolutionary | 
double-sealed container.” 

Copy pointed out that the Wilson 
Certified lard sold in the new con- | 
tainer—the result of extensive re- | 
search—is “untouched by human 
hands and double-sealed against 
dirt, dust, specks and odors.” The 


| 
} 


LOOO | 
Popular Prizes 
for Salesmen 


A carefully selected assembly of 
1,000 best prizes for salesmen will 
be found in a brand-new 56-page 
prize book containing sixteen 
pages of color-photography and 
four-color process printing, and 
a most impressive black and 


white section. 


Send for Yew 
Prize Book 


Sample copy sent on request to 
any executive considering a 
prize plan or sales contest 
among salesmen, distributors or 
dealer-salesmen. This colorful 
and effective prize book features 
all nationally advertised items, 
tempts the salesman and his fam- 
ily with the things they want, 
and inspires the salesman to ex- 
ert necessary effort to win the 
prizes he seiects. Helps get max- 
imum results from any campaign 


or prize plan. 


Plastic bound, hard board bind- 
ing, or regular saddle stitched. 
Send for free copy. 


Contest and Prize Division 


The Dartnell Corporation 
4660 Ravenswood Ave., Chicago, Ill. 


container is square and is smaller 
at the bottom than at the top to 
provide easy removal of the lard. 

The company, in addition to the 
Tribune copy, used full page space 
in the Cedar Rapids Gazette and 
the Des Moines Register and Trib- 
une. Half page insertions appeared in 
newspapers of Albert Lea, Council 
Bluffs, Kansas City, Minneapolis 
and Omaha. In Chicago, copy also 
appeared in 12 suburban news- 
papers. 

Outdoor posters and store display 
pieces are also scheduled for imme- 
diate release. These details cover 
promotion plans up to Sept. 15. 
Further copy is under discussion. 
United States Advertising Corpora- 
tion is the Wilson agency. 


WAR MAY CHANGE STYLE 
AND PRICE OF CLOTHING 

Chicago, Sept. 8.—The prediction 
was made here today by a spokes- 
man for a leading men’s clothing 
maker that the European war, cre- 
ating a wool shortage and conse- 
quent high prices, might also swing 
the style trend back to the days of 
bell-bottomed trousers. 

This spokesman saw little imme- 
diate influence upon his company’s 
advertising plans. 

He said that while fall stocks are 
on hand, wool shortages are certain 
to increase prices in the spring. 
This in turn, he commented, may 
point toward tighter, skimpier suits 
in order to make the available cloth 
go as far as possible. Other opinion 


pointed to increasing favoritism to- 
ward national or well advertised 
brands, inasmuch as wool shortages 
will pave the way for substitute or 
“shoddy” materials. 

Consumers, it is to be expected, 
will then rely more heavily upon 
the well known names in this field. 


Hayes Advanced 
by Chevrolet 


E. F. Hayes has been appointed 
head of the retail sales promotion 
department of Chevrolet Motor 
Division, Detroit. He succeeds 
H. Z. Wellinger, who becomes zone 
manager at Denver. 

Mr. Hayes is succeeded as assist- 
ant manager in charge of used cars 
by T. E. Brents, Jr. 


Ganz Names Klein 

Herbert Klein, formerly in charge 
of contact for the commercial film 
department of Pathe News, has 
joined William J. Ganz Company, 
producer and distributor of com- 
mercial films, as account executive. 


Agency Adds Groseth 

H. B. Groseth has joined Ruth- 
rauff & Ryan, Chicago. For the past 
three years, he has been merchan- 
dising director of Knox-Reeves Ad- 
vertising Agency. 


Woodard Gains New Post 


G. Albert Woodard, who recently 
resigned from Newsweek, New 
York, has been named advertising 
manager of the Magazine of Wall 
Street, New York. 
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EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


@ Towers in brackish water for greater efficiency! 
@ Winner of VARIETY showmanship award! 


@ Etc.- - etc. - - etc.-- 


ABOUT WEBR: WFBR gets results!! 
than any other Maryland Station. 


@ Accommodations for large studio audiences! 
That’s why it carries more advertising 


ABOUT WFBR? @ Magnificent new studios! 


UNIMPORTART FACTS 
ONE IMPORTANT FACT 


_* SA 


“ 


Advertisers Look 
fo Stimulus from 
European Conflict 


(Continued from Page 1) 


supplied by the belligerent nations. 

It appears inevitable that adver- 
tising should derive a fair share of 
increases from the multiplied activi- 
ties of all branches of industry as 
a result of the war. While the hum- 
ming of industrial wheels is caused 
in part by foreign demand, every 
manufacturer realizes that his great- 
est market lies in the United States 
and that it must be constantly culti- 
vated if it is to be held. 

The automotive industry, for in- 
stance, will not only maintain but 
probably increase its advertising, 
according to reports from Detroit. 
Most of the car manufacturers laid 
promotion plans in the full knowl- 
edge that a European war was prob- 
able. Even the motor magnates ap- 
pear to be surprised at the reaction 
to the war, however, and with do- 
mestic buying power being rapidly 
enhanced, will probably intensify 
rather than relax their efforts. 

Deep popular interest attaches to 
efforts to repeal the present neutral- 
ity law. At this writing President 
Roosevelt has given no inkling of 
whether or not he will call a spe- 
cial session of Congress for this pur- 
pose, but he has banned direct or 
indirect export of arms, ammunition 
and implements of war to the bellig- 
erents. On the proscribed list are 
airplanes and parts and tanks and 
armored vehicles. However, Cater- 
pillar Tractor Company, Peoria, II1., 
is expanding its operations in antici- 
pation of heavy orders for tractors, 
which as such may be exported. 
Modern warfare requires employ- 
ment of almost 200 tractors per divi- 
sion. 

To Expand Production 


Perhaps the most accurate index 
to the effect of the war on the coun- 
try’s heavy industries is provided by 
the statement of Wendell E. Whipp, 
president of the National Machine 
Tool Builders Association: 

“Our association feels that the 
greatest contribution the industry 
can make to the welfare of the na- 
tion at this time is to concentrate 
efforts on production of the greatest 
possible number of machine tools. 
Under the circumstances, the indus- 
try cannot afford to have key men 
spend time away from their posts.” 

Mr. Whipp pointed out that only 
10 per cent of exports during the 
last world war were accounted for 
by munitions, and that the United 
States will be called on to provide 
needed products for countries for- 
merly served by England, France 
and Germany, as well as for the 
first two. 

“This great demand for goods of 
all kinds is reflected in the need for 
machine tools, since all manufac- 
turing equipment is built with 
them,” he concluded. 

It was reported that elimination 
of the machine tool show resulted in 
cancellation of a large volume of 
advertising scheduled for the special 
numbers of metal-working publica- 
tions. 

The reverse side of the picture is 
also important. The actuality of war 


boycotts and discriminatory tariffs 
thus far have failed to achieve—de- 
struction of Germany’s trade with 
the United States. 


Camera Imports Cease 


| Effects of the war have already 
|} been noted in the field of cameras 
and photographic supplies, one of 
the Reich’s principal exports to this 
j}country. Two of the leading dis- 
| tributors of expensive German cam- 
| ‘ras have cancelled all advertising 
| 


| 
| 
| 
| 
| 
' 


j}and assert they do not have enough 
| stock on hand to supply the market 
|for any length of time, while a 
third company has drastically cur- 
tailed its schedules and is uncertain 
| of its future plans. 


The concerns most directly af- 
a ed. i 


will accomplish automatically what | 


| 
fected are E. Leitz, Inc., maker of 


the Leica camera, and Burleigh 
Brooks, Inc., distributor of the well- 
known Rolleifiex. Carl Zeiss, Inc., 
states it has stocked up as effec- 
tively as it could against the con- 
tingency of war and will limp along. 
During the past few months the 
concentration of German factories 
on the manufacture of war supplies 
has made shipment of photographic 
materials to the United States in- 
creasingly irregular. The Zeiss plant 
in Germany which employs over 
6,000 men, also makes binoculars 
and other military equipment. The 
British blockade is expected to make 
shipments to the United States im- 
possible even though other condi- 
tions were favorable. 

Although the loss of advertising 
revenue resulting from the cancel- 
lation of German budgets will not 
be great, inasmuch as the latter are 
small compared to the expenditures 
of American firms such as Eastman 
Kodak Company and Agfa Ansco 
Corporation, the effect of the war 
on the high priced camera field may 
be important, since the German con- 
cerns enjoyed a considerable vol- 
ume in the American market. The 
photographic boom during the past 
five years has been most marked 
in the field of expensive miniature 
cameras, of which Brooks, Leitz, 
Zeiss and other German distributors 
did a large share of the business. 


See New Opportunities 

Camera authorities here expressed 
the belief that it is still too early 
to determine what direction the! 
new situation will take. It is not) 
expected that Agfa and Eastman 
will alter their activities, since the 
major part of their sales are de- | 
rived from film and _ low-priced | 
cameras. The possibility is sug- 
gested, however, that new manufac- 
turers may arise to take the places 
which will be involuntarily vacated | 
in the event of a prolonged conflict. | 
Rumors of such a step have been 
current in the trade for the past 
year. 

An illuminating example of the 
possibilities in foreign commerce is | 
provided by the chemical industry, 
which has had a $385,000,000 busi- 
ness thrown into its lap. Germany’s | 
exports of chemical products have 
amounted to $150,000,000 annually; | 
Great Britain’s, $125,000,000 and 
France’s, $110,000,000. America’s 
only serious competitor for 
markets will be Japan. 

At the outbreak of the last war) 
in 1914, the United States had no 
chemical industry in its present | 
sense, but it is now the world leader 
in diversity of production. 


CANADIAN ADVERTISERS 
IN OPTIMISTIC MOOD 

Toronto, Sept. 7.—It seems up- 
parent from all present indications 
that the war will not cause many 
immediate changes in advertisers’ | 
plans in Canada. It is expected that | 
Canada will officially range herself | 
with Great Britain as a nation at! 
war, but a survey made by Apver- | 
TISING AGE today reveals no panic, | 
but rather a buoyant and aggressive 
attitude among agencies, clients and 
publishers. 

Information from London is to 
the effect that there is no immediate 
need for an expeditionary force | 
from Canada, that all military train- 
ing will be done in Canada, and that 
all present recruiting will be for 
Canadian defense. It is also gener- 
ally known that Britain looks upon 
Canada as her primary supply depot 
and source of food, clothing and 
armaments for the present hostili- 
ties. Thus, it seems entirely likely 
that employment in Canada _ will 
show a considerable increase and | 
that business in many industries 
will surge ahead with war orders. 
With large numbers of men enlist- 
ing to bring the permanent Cana- 
dian forces up to full power, wages, 


J 


these 


it is expected, may show a slow 
tendency to increase. 
Vladimir Appointed 

Irwin Vladimir & Co., New York, 


has been appointed to direct foreign 
advertising by General Milk Com- 
pany, New York. Daniel C. Kauf- | 


herr is account executive 


COURT ACTION IN NEHI COPY 


TURE ©  Betiews © or Met” eit Bet Ripley — Friday nights, Cotembie Merwe 


So good.... growing so fast 


....and now 


Challenged! 


BOTTLER'S NAME, ADDRESS AND "PHONE NUMBER 


GREATER COMPLIMENT could be paid 

Royal Crown than the fact that a 
competitor has just challenged the right of 
Royal Crown to use the word cola. The courts 
will decide the legal issues on their merits. 

woe 

There are more than 200 cola drinks. Buc 
there’s only one Royal Crown, And Royal 
Crown is going to town. There are just two 
reasons: People prefer Royal Crown's flavor 
(in 9 out of 10 attested taste-tests in city after 
city, Royal Crown has won hands down). 
And, people prefer two brimming glasses for 
one nickel. 

No matter what Americans buy, they ex- 
pect more than one choice. And they feel en- 
titled, whenever possible, to get twice as 
much for their money. 

For your own sake, you should try Royal 
Crown ... $0 good . . . growing so fast . . . 
and giving you so much for your money. 


and let your taste decide 


Nehi Corporation turned a court action into advertising capital last week and 


used the legal battle as the theme of 


its fall newspaper campaign for Royal 


Crown cola. 


Court Action 
Called Compliment 
in Nehi Copy 


(Continued from Page 1) 


Crown. And Royal Crown is going 
to town. There are just two rea- 
sons: People prefer Royal Crown’s 
flavor (in 9 out of 10 attested taste- 
tests in city after city, Royal Crown 
has won hands down). And people 


prefer two brimming glasses for one 
nickel.” 

This initial advertisement in the 
fall series occupied more than half 
a page. Subsequent copy will be 
somewhat smaller in size. The news- 
paper campaign follows 26 weeks 
of radio advertising with Robert L. 
Ripley’s “Believe It or Not,” and 
will be supported by extensive mer- 
chandising, display and point-of- 
sale tie-ups. Batten, Barton, Dur- 
stine & Osborn, New York, handles 
the account. 


GET GOING 
W/TH THE 


1s MODELS! 


can’t take in the Northern shows. 


For Northern automotive dealers. 
New York Automobile Show. 


But in the rapidly growing Southern market. it’s Southern Automotive 
Journal that will bring the new car news to the thousands of automotive 
distributors and dealers, garage men and service station owners who 


The Annual October New Model Number will be eagerly read and 
long kept as a reference by Southern Automotive Journal’s 20,000 readers 
who make up your Southern market. 


Get going for Fall business in the South with your sales message in 
this important issue. Forms close September 21st. 


SOUTHERN AUTOMOTIVE JOURNAL 


Member A.B.C. and A.B.P. 


the center of interest will be the 


a ae 


\ 


ATLANTA, GA. 
"Thorough Coverage of 


Specialized Ma 
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Ample Stocks Point 
fo Continuation 
of Perfume Copy | 


Fall Budgets Stepped 
Up Despite Threat to 
Source of Supply 


New York, Sept. 6.—Continuation 
of advertising, at least in the imme- 
diate future, was indicated this 
week by the perfume industry, 
which will probably be seriously 
ffected by 
events abroad. 

Although one large perfumer 

hich expected to launch a big cam- 
paign on a new fragrance admitted 
that the sudden turn in the situa- 
tion had temporarily disrupted pro- 
motion plans, several other import- 
ant factors in the industry told 
ADVERTISING AGE they had laid in 
stocks of raw materials against war 
emergencies and would increase 
rather than diminish advertising 
expenditures this fall. 

Coty, Inc., highly pleased with its 
exhibit at the World’s Fair, which 
has been seen by more than two 
million visitors, expressed the in- 
tention of following up this favor- 
able publicity with intensification of 
its newspaper program. Close to 
100 newspapers will be used to pro- 
mote face powder, lipstick, gift 
items and perfume. Highlight of 
the campaign will be the use of 
four-color rotogravure copy in ten 
cities. 


Full Line Featured 

The magazine list numbers 25! 
publications. A noteworthy addi-! 
tion to the schedule is a series of | 
four-color pages to appear in Life | 
from October through December. 
While all Coty items will be well, 
promoted, more space will be given, 
to the L’Aimant line than to any | 
other single product. L’Aimant, 
which means the magnet, is a name | 
applied to a family of products that | 
includes perfume, face powder, 
toilet water and other cosmetics. 
The Coty account is handled by J. 
D. Tarcher. 

Fortified by ample stock on hand, | 
Houbigant Sales Corporation also 
disclosed an expanded fall drive | 
through its agency, Hartman & Pet-'| 
tingell. While the major portion of. 
the expenditure will be devoted to 
Cheramy products, Houbigant will | 
make an intensive bid for the ex- 
pensive perfume business with its 
latest creation, Demi-Jour (twi- 
light), which sells in $10 and $18.50 
sizes, 

Stressing a fashion appeal, Hou- 
bigant will place full-page two- 
color copy on Demi-Jour 
number of magazines, including 
Harper’s Bazaar, Junior League 
Magazine, The New Yorker, Town 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


the development of | - 


in a. 


ADVERTISING AGE 


and Country and Vogue. For 
the Christmas season Houbigant 
will conduct a cooperative news- 
paper campaign with dealers which 
is expected to exceed a similar ef- 
fort last year by 40 per cent. 


Set for Record Drive 


Another perfumer advertiser un- 
ruffled by the war crisis, Bourjois, 
Inc., is preparing to release copy on 
the greatest line of gift sets it has 
ever offered. Bourjois will em- 
ploy i8 magazines and 80 news- 
papers in October and November. 
On the magazine schedule are The 
American Weekly, Cosmopolitan, 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, Redbook, This 
Week, True Story and a number of 
screen magazines. A supplementary 


campaign on perfumes will appear 
in American, Harper’s Bazaar, The 
New Yorker, and Vogue. The 
fragrances to be featured are Mais 
Qui, introduced several months ago, 
Kobako, and Evening in Paris. 
Lord & Thomas is the agency. 
Spokesmen for the industry ex- 
pressed the belief that the French 
government would make every ef- 
fort to see that ample stocks of per- 
fume materials reached this coun- 
try, since it is one of the chief 


means of obtaining badly needed} duction manager. 


foreign exchange. 


Gets B/G Account 


B/G Foods, Inc., Chicago, has ap- 
pointed Oren Arbogust Advertising, 
Chicago, to handle its account. 


° | 

Hearst Profits Up | Seybold to Basford 

Net profit of Hearst Magazines, The Seybold division of Harris 
Inc., New York, for the first six | Seybold Potter Company, Dayton, 
months of this year amounted to/O., has named the Cleveland office 
$1,488,877, compared with $1,235,883 | of G. M. Basford Company to han- 
for the first half of last year, an/dle its advertising. Kenyon Steven- 
increase of 20.4 per cent. /son is account executive. 


Etter Joins Fadell +H. B. LeQuatte Named 


Lester F. Etter, formerly public- H. B. LeQuatte, New York, has 


ity director of the University of|,. ; . 
Minnesota, has joined Fadell Pub- | (onouspn huartising of the Rey 


“Journal” to Shannon 


licity Bureau, Minneapolis, as pro- bestos division of Raybestos-Man- 
| hattan, Inc., Bridgeport, Conn. 


H. F. Robinson Dead 


Homer F. Robinson, general man- 
ager of the Salt Lake Tribune, died 
in Salt Lake City last week. He 
was 75 years old. 


The Kansas City Journal has ap- 
pointed C. G. Shannon & Co. its di- 
rect Chicago representative. A New 
York representative will shortly be 
announced. 


te 


PASSENGER 


REPRESENTED 


IN LOS ANGELES COUNTY 


Of FF" 


FOR FIRST SIX MONTHS OF 1939 


CAR SALES 


AUTOMOBILE SALES in Los Angeles County totaled 


40,036 for the first six 
same period last year. 


and not square miles that make a market, OVER 76% of all new 
passenger car sales in the entire 11 Southern California counties 
were made to residents of Los Angeles County. 


AUTOMOBILE ADVERTISING in The Evening 


LOS ANGELES EVENING (¢ 
HERALD AND EXPRESS ) 
AUTOMOTIVE LINAGE 


> 


MONTHS 1939 OVER 1938 


months of 1939...a GAIN of 44% over the 
Bearing out the axiom that it’s population 


Herald and Express paralleled this remarkable automobile sales 


performance. During 


AUTOMOTIVE DISPLAY ADVERTISING were published in The 


the first half of 1939 245,661 LINES OF 


Evening Herald and Express, representing 38% of the TOTAL 


AUTOMOTIVE LINAGE carried by ALL FIVE of the Los Angeles 
metropolitan daily newspapers! 


The Evening Herald 


THE FIRST SIX MONTHS OF 1938 which represents 76% 
the TOTAL GAIN OF ALL FIVE LOS ANGELES DAILIES! 


THE REASON ? 


of The Evening Herald and Express circulation is concentrated in 
Los Angeles City and County, where MORE THAN % of all 


Southern California’s 


know, too, that their message in The Evening Herald and Express 
reaches the Largest Daily Audience of any Newspaper in the West 


and the Largest Daily 


Ks Cingoles Evening 


NATIONALLY BY 


Sik > A 


and Express gained 70,033 LINES OVER 
of 


Automotive advertisers know that 94.1% 


new passenger car sales are made. They 


Audience of any 5c Newspaper in America! 


PAUL BLOCK AND ASSOCIATES 
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a 36 ADVERTISING AGE September 11, 1 : 
i ’ el 
SEPTEMBER LINAGE OF CANADIAN MAGAZINES In d e of i f il A ti it ° 77 I . t 
a x etail Activity in mportan 
Pages Lines Pages Lines 
Canadian Home Journal ..........00eeeeeenees 29.3 20,504 26.1 17,583 
Canadian Homes & Gardens ........-+-.ese005 32.3 21,672 32.3 21,679 ar e ia 
EE acces uaa vee eREVET s Chana os bee os 23.8 16,679 25.6 17,893 
RPP PRETUTTTTELELILIETLLEreerererr 18.6 7,989 15.6 6,684 - Po ° a 
SBastenn’s Magasine ......-.0ccccccccccccscce 37.8 26,431 34.5 24,140 Based on total retail advertising volume in all newspapers in each city. 
centage ee ai apse gna ep en ee 44.5 29,895 15.7 30,682 : oye we 
National Home Monthly .................000: 25.7 17,971 18.3 12,799 (Copyright, 1939, by Advertising Publications, Inc.) 
Dited GOOD oi vin ded cdtadiasrecevdocscces sia 133,162 124,77 
Commercial Display in Canadian Farm Papers 
——1939 r-——1938 —_—_, 
Pages Lines Pages Lines 
Country Guide & Nor’-West Farmer .........-- 25.6 18,343 18,2 13,120 RETAIL ACTIVITY 
tFamily Herald & Weekly Star in MAJOR MARKETS 
Bastern Edition ....cccccscccccccecssecess 25.9 25,923 24.6 24,646 ° 
SE MEE” acnevccascacseatesseusas 19.9 19,916 17.7 17,684 compared with last year 7 
The Farmer's Magazine ........cee eee eeeneee 23.4 16,392 20.6 14,321 Week-by-week 
tFree Press Prairie Farmer .....66600-+seeees 26.7 29,370 32.8 36,106 Rep 
PR: BIOMED sic cidincesccsccieseasesens 13.2 14,528 10.1 11,140 ~_ ee cae, 
Wased GG. 6660060066606 006 6 eesti ccsecs er 34,735 27,441 = $4.75 
+Weekly—Aug. linage shown, not included in total. — ee ee ee ee oe oe oe 
tSemi-monthly—both issues included. = 
. M . . Adve 
Agencies Merge Canadian Linage wer 
- tu 
Two New Orleans advertising|, - ears 
agencies, S ton e-Stevens-Howcott- | ] 7} Ma azines U erti 
Halsey, Inc., and Pritchard & e 1g P ther 
Thompson Advertising Agency have 6 7 % S b caret 
merged and are located in the|~® o in eptem er 22 29 5 12 19 26 a 9 16 23 30 7 4 DP 
Whitne ° ics a F j ™ aa — nanad ” —— ible 
tney bldg Chicago, Sept. 7. Linage in Sep JAN. JULY AUG. SEPT. oct. nces 
one = tember issues of six major Canadian ox 
Burnett Leaves CBS magazines totaled 133,152, a gain of ¥ 
Hal Burnett has resigned from| 6.7 per cent over the 1938 total of 56. tents 98. Aiea 66. Weak Bob pone Le em ‘ob 
the Chicago office of Columbia | 124,776, according to reports to "mented Ported Period ‘a0 a —— ties & dues erie 
j > > as : . ‘ : 70 ’ ude 
Broadcasting System, where he was ADVERTISING AGE today. Ended Ended Ended over over Ended Ended or mark 
handling local publicity and special| This increase compares with a 5.6| _ City Sept. 4,1937 Sept.3,1938 Sept. 2, 1939 1937 1938 Sept. 3, 1938 Sept. 2, 1939 Loss /pme 
events. per cent gain shown in August lin-|*Akron, 0. ....7....-.. 11,481,658 8,056,962 6,514,562 —— 5 we | 156,496 169,481 +8.: Will 
= -~-— =]. : : ee ae Seer 6,354,442 5,649,992 5,416,714 —14.8 —4,1 131,577 122,948 —6.6 ack 
age following a 2.1 per cent decline | Aiioona, Pa. .......... 4,636,351 3,312,650 3,734,815 —19.5 +12.7 73,192 92,281 +26.1 hat 
in July. ae eee 10,539,844 9,990,078 11,371,962 +7.9 +413.8 364,616 416,948 +144 dve 
Increases made by three of the| Baltimore, Md. ....... 15,131,960 14,010,888 14,156,202 —6.5 +1.0 410,783 416,342 +1.4 30x 
group were responsible for the total} Birmingham, Ala....... 8,443,092 8,230,068 8,562,736 +1.4 +4.0 247,114 260,932 +5.¢ ) q 
al aes <aie F 2Boston, Mass. ........ 13,037,823 11,811,557 12,071,937 —T.4 +2.2 374,128 358,281 —4.2 
06 yoo three were Canadian | pridgeport, Conn. ..... 6,688,644 5,897,580 6,388,038 —4.5 +83 179,452 182112 +15 § —c 
lome Journal, Maclean’s and Na-| camden, N, J.......... 2,637,695 2,434,639 2,690,271 $2.0 +10.5 66,466 78,455 +18.0 @ Sales 
tional Home Monthly. Canadian|Cedar Rapids, Ia...... 3,475,724 3,144,246 3,317,424 —4.6 +5.5 87,430 97,860 +11.9 : town 
Homes & Gardens failed to equal|Charieston, W. Va 7,626,255 7,159,655 6,722,688 —11.9 —6.1 ~ 189,574 198,800 +45 @ brew 
its 1938 mark by a scant seven lines. | Chattanooga, Tenn 4,272,964 4,100,016 4,991,198 +16.8 + 21.7 134,154 175,127 +30.5 eas 
oe aners revorti ca SOR, TE, asssies ses 21,739,979 20,189,959 19,111,534 —12.1 —b5.4 500,063 459,139 —8.2 Rox 
Swo farm papers reporting Sep-| cincinnati, 0.11. ...!: 11,535,198 9,835,014 10,120,607 —12.3 +2.9 242,743 253,432 +4.4 te 
tember linage scored a combined] Cleveland, 0. ........ 14,215,295 11,492,013 11,672,253 —17.9 +1.6 350,213 362,255 + 3.4 Copy 
| gain of 26.6 per cent, while three| Columbus, 0. ......... 9,377,099 8,134,488 8,659,484 =n}. +6.5 ~ 235,397 243,332 +3.4 Who 
|of the four weekly farm papers re-| Dallas, Tex. .......... 14,115,636 13,550,960 13,710,006 —2.9 +1.2 371,676 388,354 +45 2 ee. 
| porti rus ele alan ¢ : Davenport, Ia. ........ 6,885,998 6,222,326 6,104,802 —11.4 —1.9 161,420 163,912 +1.5 Wor 
| DOFNnS August totals also showed) nayton, O. .....-...... 10,312,486 8,310,532 9,022,040 -12.5 + 8.6 226,422 237,910 +51 fe Give 
| for that month. . Denver, Colo. ......... 6,767,735 6,010,715 5,986,847 —11.5 —0.4 181,246 180,630 —0.3 #% Box 
. Figures and page totals for the|Des Moines, Ia......... 4,363,874 4,231,378 4,161,035 —4.7 1.7 127,149 — 123,374 —3.0 Fa cop 
individual publications are shown in| Detroit, Mich. ........ 14,804,808 11,309,681 12,823,106 —13.4 13.4 305,771 353,098 16.5 nee 
the accompanying table El Paso, Tex.......... 6,888,485" 6,666,981 6,908,574 +0. - 3.6 208,712 219,828 + 5.3 g 
: a Pa. Tee TCE eS 6,140,680 5,824,416 6,292,538 +2.5 + 8.0 162,582 190,554 +-17.2 x 
OU know that detours are | fall River, Mass....... 2,349,976 2,097,325 2,213,759 5.8 + 5.6 54,247 65,811 + 2.4 
apa PUMt, BEIGM. sccccccces 5,989,998 4,483,864 5,328,798 — —11.0 18.8 121,254 144,326 +19.0 000 
always irritating, generally An Agency Man Fort Wayne, Ind....... 7,894,439 6,997,795 6,967,348 -11.8 —0.4 175,952 184,352 + 4.8 nnu 
, ° era 4,960,888 3,728,670 3,911,010 21. 4.9) 115,235 98,798 —14.3 He —ad 
costly — and sometimes the Gets Role In Grand Rapids, Mich... 6,956,074 5,576,378 5,644,034 ~18.9 “1.2 148,806 161,112 +3.3 = 
cause of sézious ices Why - Greenville, S. C........ 4,508,452 4,206,771 1,314,590 —4.3 2.6 149,070 157,083 +5.4 Mh Adve 
Desi n of Product Houston, Tex. ........ 10,782,742 10,819,656  11,154,882° “+3.9 +31 290,024 338,240 +16. j les 
suffer these handicaps in Indianapolis, Ind. ..... 12,312,830 10,255,806 10,729,514 -12.8 4.6 $15,756 350,700 9 +11.1 box 
ww > (Picture on Page 39) Jacksonville, Fla. 5,978,308 5,624,986 6,055,868 +1.3 1.7 166,880 186,312 i 99-4 j — 
your printing or other produc- Sparta, Mich., Sept. 8.—Michigan Jersey City, N. J....... 1,565,419 1,337,543 1,392,009 11.1 + 4.1 25,564 32,106 +25.¢ pone 
; aS em, ” . &.—Michigan | Kansas City, Kans.... 1,794,226 1,862,259 1,717,289 4.3 —7.8 51,961 53,088 +2.5 ; 
tio ? a our tors ane he: ele Bees af. J che | yc tC A Sk te = a os ts hh A Go 
10n needs Why h ve y Artcraft Company, of this city, has Knoxville, Tenn. ...... 6,728,596 6,588,475 7,080,085 +62 +7.5 213,878 314.510 +47. : 
printing continually detoured completed a novel experiment and | Little Rock, Ark....... 6,309,086 6,180,344 6,056,247 1.0 2.0 172,634 196,490 =+13.5 
R found it good. Engaged last spring Los Angeles, Cal....... 17,128,129 15,310,124 16,418,080 4.2 7.2 $43,474 $24,277 —4.5 
—one place for engravings, in the design of a new table, the Louisville, Ky. ........ 10,572,404 9,249,095 9,447,010 -10.7 2.1 812,509 287,676 —8.( 
, oe 7 . ’ Lem, WR 6 iae0s sess 6,660,066 5,282,188 5,518,060 -17.2 + 4.5 56, + 5.1 
another for type-setting, some- | company decided to call in an ad-| >>>; — NH aa9-60r 2 419.634 oe —— a ———— —= oo 
. +s 7 F . i i . oad Tr, o Bhecccoes & 2,00. o> ¥,0¢ 2,446, 4 T Sc + ee 6, 6o6 pA ph + 7.9 
where else for presswork? . . vertising man and let him have a| Memphis, Tenn. ...... 7,966,086 7,385,602 7,824,684 1.8 + 5.9 215,628 252,406 +17.1 
‘ voice in the plans for the product, | ‘Milwaukee, Wis....... 11,239,633 9,589,599 9,196,838 18.2 ~4.1 148,917 241,670 —2.9 
When you put selling vehicles | as well as for the copy which would oe — Fo gag ; 560183 552,602 5486884 0 0.7 133°840 is00es | 4383 
ala : = ) »-Roe sl¢ a ae 5,966,16 5,523,602 5,486,884 8.0 0.7 133,840 150,066 +12.1 
. |embark it upon its career. aa ah oo lo a tt = = ee 
on the straight, smooth, fast pro The BB. oo om ‘as John| NeW Bedford, Mass.... 2,265,564 2,047,136 2,035,288 9.7 ~0.1 58,632 62,930 +7.3 
duction route—Faithorn 3-in-]— —* & man was John |New Haven, Conn...... 6,279,580 5,919,694 6,026,790 1.0 +1.8 152,712 169,526 +11.0 
B. Van Domelen, formerly of Erwin, | New Orleans, La....... 13,324,180 12,158,197 12,727,803 4.5 + 4.7 281,49 285,970 +1.6 
you avoid all detours. Your jobs | Wasey & Co., Chicago, and now en- ed sort, MB. Biseneee 42,941,888 37,485,012 37,414,362 -12.9 0.2 158,672 926,288 —83.4 
age ; . —_ - - 3rooklyn, N. Y........ 4,411,305 3,270,211 2,569,640 $1.8 —21.4 79,771 63,039 —21.0 
: : : gaged in the agency business for SOL ee. es 2 i Hs hed. I 
bow! merrily along; arrive on himself in Grand Rapids. Mr. Van | Norfolk, Va. ....---.-. 6,383,482 6,167,910 6,313,510 11 $2.4 168,266 174,132 +3.5 
: wane ed ¢ VG i Oakland, Cal. ......... 5,174,813 4,621,910 5,075,534 1.1 9.8 74,090 97,428 }- 23.2 
schedule — clean and hand- Domelen, possessing a flair for de- ‘Oklahoma City, Okla... 8,138,382 7,874,795 5,979,078 26.! 24.1 193,970 191,002 oni S 
some, fit to carry your sales mes- | ‘i8n, made a number of suggestions | Peoria, Ill. .........+. 7,740,653 6,665,863 7,051,240 8.9 +5.8 198,989 196,487 — F 
pa ‘ | which the client accepted without | Philadelphia, Pa... 19,618,835 16,787,904 17,666,205 —10.0 + 5.2 465,381 465,812 +0.1 
sage with honor . . . You'll get eee Finally, the blue prints | Phoenix, Ariz. ........ 4,809,952 5,044,184 4,843,258 £07 <0 121,366 =——«:127,568 +6.1 
has ; if A pemmay obtain Pittsburgh, Pa. ....... 16,759,540 13,096,482 13,182,605 21.4 0.7 357,644 366,772 +2.6 
convincing testimony ii you write | were completed and the new table] portiand, Ore. ........ 8,618,220 7,733,704 8,384,077 2.7 8.4 252,868 54,912 +0.8 
. yut into producti rhere >| Reading, P: 7,183 5,197,065 3,527,563 ‘ “5. 7 ? 79,550 he 
us for the names of executives pu sos } METER, " hereupon the o ae Fe seeneetas : eng +44 6,197,065 6, wile 4.1 5.3 174 182 179 ( + 2.9 
officers of the company turned an} Pichmond, Va. -..----- MB 4,968,500 OE wee 8 St roe Ril A 
we serve and samples of the | inquiring gaze upon the advertising Foochester, NN, Zeosecees 11,872,571 9,321,509 9,851,006 17.0 5.7 287,053 265,791. 4,4 
; nnert tockford, Ill. ......... 5,493,698 5,173,658 5,269,880 4.1 +1.9 126,350 140,518 +11.2 
productive work we are doing. | ©XpPert. Sacramento, Cal. ...... 5,845,035 5.195.999 5,500,432 -5.9 5.9 204,652 186.312 —9.0 
| He labeled the table the “Exten-|San Antonio, Tex $4,369,985 4,130,259 4,689,611 7.3 +135 118,493 22,790 + 3.6 
sole,” suggestive of “extension” and | 54n Diego, Cal.... 9,638,938 8,447,454 8,516,095 11.7 0.8 306,544 256,544 —22.8 
“console.” Since the appropriation | Seattle, Wash. 6,836,788 ey ++ 7,361,844 Ae op srt 207,522 11.0 
For many years | we ss ‘ I Y; ie om *South Bend, Ind.. 6,301,816 4,594,643 3,500,317 $4.5 — 23.8 90,324 SS. 487 —3.0 
“sede ple fonts small, Mr. Van Domelen used |:spokane, Wash. 5,200,916 1,817,134 1,392,346 15.6 —8.8 161,378 137,620 —14.7 
used FAITHORN quarter pages in House Beautiful] st. Louis, Mo........ 12,671,495 11,476,455 11,675,080 -7.9 +1.7 312,180 334,005 + 7.0 
Stacks comelete | and House and Garden. The first} *St. Paul, Minn. 8,028,618 7,398,912 6,940,378 13.6 —6.2 249,565 278.228 4115 
-in-one com . : ah — ——-- $$ $——__—_—___—_— —————— ——. - - - - —- —— _— ———_—— i. 
eseetes, Ton, too inquiry pulled 1,000 inquiries and Tacoma, WOM. 2a aes p 4,122 408 3,889,312 4,124,814 0.1 6.1 112,518 105,098 —6.6 
can now enjoy its | added 800 dealers to the company’s ee tr _,  Can.. 34 74171 11411879 10:738'135 7s 39 170,049 346,657 are 
: , , : . oronto, Hi. an $,074,17 879 .738,135 7.9 —5h.§ 37 ¢ 346,657 ——,8 
many advantages. list, apparently indicating that the| troy. N. y........ 2 798,901 2,666,538 ® 869,178 he 5 } 7.6 $6790 "93400 5234 
e | man who designs a table is the | Tulsa, Okla 6,458,502 5,924,930 5,894,994 —8.7 —0.5 173,082 192,878 +11.4 | 
proper one to tell the public about | Washington, D. C...... 24,559,952 22,258,614 21,891,197 —109  —1.7 642,648 = 592,749 78 
it. Youngstown, O 6,125,679 4,889,545 4,981,620 —18.7 +1.9 119,816 127,158 +6.1 
ao Total 671,241,295 593,465,629 605,283,897 9.8 + 2.0 16,735,655 17,291,247 + 3.3 
| * — — _ ————— — —— — ————_—_ -_ —— — — — - —_— 
Can Mention Price 1 Akron Times-Press discontinued Aug. 28, 1938. 
FINEST ENGRAVING | Funeral directors in Pennsylvani: 2 tLinage of daily American, now combined with Record, eliminated from 1938 totals 
FINEST TYPOGRAPHY | ,..... : as > ‘ , egy * Chicago Herald & Examiner merged with Chicago American, Aug. 28, 1939 
have been given the right to adver- cad egg sane ; 92 
NTING ; . : { Milwaukee News discontinued Jan. 14, 1939. 
mnves FINEST PRI tise prices in their promotion, ac- » Oklahoma News discontinued Feb. 24, 1939 
|cording to a ruling by the state 6 News-Times discontinued Dec. 28, 1938. 
Youcan use oneorall,justasyouwish, board of undertakers. This action 7 Spokane Press discontinued March 18, 1939. 
but all are here, ready to serve you... rescinds a previous order of the % St. Paul Daily News discontinued April 30, 1938 
Speed,economy,satisfaction assured. § hoard, which prohibited mention of . = : : 
af price in advertising. N . e 
ace ew Type Card Offered Forjoe Adds KCRC Gets D’Avella Account 
K N : amer; anv. New Forjoe & Co., New York, has been D’Avella Macaroni Compan); 
Va ant Pr Benson Camera Company, New +4 , has a Mé , 
n Sc t omoted York, has introduced a new type of appointed national advertising rep- Newark, has placed its advertising 
4 o R Pp oO R AT I oO N L. S. Van Sant, formerly assistant sosteard which is designed to hold resentative of Station KCRC, Enid,| account with Hyman Levy Adver- 
P -ertis 7 P } been postce § sig Okls a wiht : 
advertising manager, has @ small picture and can be mailed a. tising, Newark. 
4 Telephone Wabash 7820 appointed advertising manager of|* °\ P ~ : ee —— = i —— —>S 
te 504 SHERMAN STREET the News-Press, Santa Barbara, for three cents. When folded it 
CHICAGO Calif.. succeeding Fred Bartlett,| becomes an easel frame to hold a 
| who has joined the Seattle office of snapshot of any size. It is being 
STRa Se biel bata bate = =6lteynolds - Fitzgerald, newspaper offered to advertisers as a direct 
representative. mail innovation. 
1% , m" } ‘ 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Agency Production Man- 
wer or printing buyer for a manu- 
racturer is open for a position. 15 
years’ experience with a leading ad- 
vertising agency from which I left to 
organize and superintend a printing 
plant. Familiar with typography and 
vareful purchase of engravings and 
all processes in the graphic arts. Am 
ible to funish the highest in refer- 


ences. 
sox 1880, ADVERTISING AGE, Chgo. 


Young Milwaukee Agency Man 
seeks mutually profitable advertising 
job with business firm. Agency ex- 
verience (two high-type agencies) in- 
ludes copy writing, media analysis, 
market research, sales manual devel- 
pment. Knowledge of merchandis- 
ng methods. University graduate. 
Willing to leave city. Well rounded 
aackground assures you of results 
that will increase your profits from 
idvertising. Write today, to 
Box 1881, ADVERTISING AGE, Chego. 


What Do YOU Want Written? 
Words for sale, save by mail! 
Copy Builders, Box 915, Buffalo 


Advertising Executive 

15 years with leading 4A agencies 
and national advertisers as cop) 
chief, account executive, advertising 
and promotion manager. Now agency 
employed but seek connection with 
brighter future. Willing to demon- 
strate. 

Box 1886, ADVERTISING AGE, Chego. 


HELP WANTED 


Sales Representative 
Color photographer wishes sales per- 


son to contact agencies. Unusual 
opportunity for right person. Liberal 
commissions. Call Whitehall 8394, 
Chicago. 


WANTED: An ambitious, progressive 
man to sell and create advertising 
printing. Unusual opportunity § in 
new department for sound progress 
with reputable printing concern. 
Apply 411 South Wells St., Third 
Floor, Chicago, 9 to 10 a. m. 


REPRESENTATIVE AVAILABLE 


sales and Advertising Manager. 16 
vears’ sales experience. Now em- 
ployed as Sales Manager Midwestern 
brewery. Want better opportunity. 
‘8S years old—good health—best of 
references, Write 

Box 1882, ADVERTISING AGE, Chgo. 


Copywriter; original, young, 

Who's looking for a job among 

The agencies; A college grad. 

Whose joblessness is pretty sad. 
Won't one who wears the bosses’ pants 
Give this ambitious gal a chance? 


Box 1883, ADVERTISING AGE, N. Y. 
COPY WRITER—Four years’ experi- 
nee for sale. Proved sales increas- 

ge ability at price you can afford. 
Box 1884, ADVERTISING AGE, Chgo. 


_ Mail Order Expert—32 
000,000 profitable pieces direct mail 
innually acclaim this creative sales 
advertising manager. 

‘Ox 1885, ADVERTISING AGE, N. Y. 
Advertising Mgr., 37, who'll increase 
ales. Great record. Full or part time. 
tox 1870, ADVERTISING AGE, Chego. 


Young Advertising Salesman seeks 
line of direct mail and display novel- 


ties for Detroit and Michigan. Com- 
mission only. Address 
Box 1855, ADVERTISING AGE, Chgeo 


MISCELLANEOUS 


CUT OUT CUTS 

and save money, with Laurel Proc- 
ess; eliminates engravings entirely, 
and typography, too. 

teproduces all types of Illustrated 
Advertising Literature, Sales Letters, 
Instruction Sheets, House Organs, 
Booklets, Diagrams and Pictures, ete., 
ete, 

Any size can be processed. 

Small runs without penalty! 

500 copies (size 84x11") $2.63 
Additional hundred copies only 22c¢ 
Even lower prices for large orders. 

Send for samples and instructive book. 
LAUREL PROCESS, 480 Canal St., 


N. Y¥. C. 
In New York City and Metropolitan 
Area just phone WAIlkKer 5-0526 fora 
trained representative. No obligation, 
of course, 


Again harvest dollars are 
clinking a merry melody of 
zood times in country-towns. 
(And once more the mighty 
chorus of country -town folk 
-hopping, buying, spending 
resounds to the sweet. swing- 
tune of rural sales. 


Reap rural sales by means 
of Western Newspaper 
'nion’s 3,000 country week- 
ies. It's the better way. Bet- 
ter... because you 
can lay down a 
barrage of sales 
messages right at 


——— 


UNIO 


THIS BETTER WAY 


WESTERN NEWSPAPER 


the buying line of 3,000 
rural markets — in full. 
convincing view of your 
rural dealers. Better .. . 
because Western Newspaper 
Union’s strategic, group cov- 
erage enables you to pick off 
your most desirable rural ter- 
ritories in sharpshooting 
fashion. without waste. Bet- 
ter... because, notwithstand- 
ing these factors of rural 
coverage superiority, Western 
Newspaper Union rates are 
low ... in line with national 
publication standards . . 
There’s more to our story. 
Let us tell it to you in terms 
specifically related to vour 
product. 


310 East 45th Street, New York 
210 So. Desplaines Street, Chicago 


in Farm Monthlies 
Declines 0.5% 


New York, Sept. 8.—September 
linage in farm monthlies totaled 
235,288, failing by the scant margin 
of 0.5 per cent to reach the 1938 to- 


tion Bureau reported today. 

Among the other farm paper 
groups, reporting August linage, the 
dailies alone were able to register 
a gain. This group carried 76,649 
lines, an increase of 0.8 per cent 
over the 1938 total of 76,022. 

The total for the semi-monthlies 


cent from the 45,763 reported last 
year. Bi-weeklies carried 235,937 
lines, a decline of 16.3 per cent from 
the 281,885 reported in 1938. 


with a current total of 24,332 as 
compared to 28,574 in 1938. Figures 
and page totals for the individual 
publications are shown in the ac- 
companying tabulation. 


Consolidated Drug Buys 


312 Hours on Texas Net 
Consolidated Drug Trade Prod- 


‘ucts, Inc., Chicago, has placed the | 


| largest radio time order in the his- 
| tory of the Southwest, with an hour 
daily, six days weekly, 52 weeks, 
|over the Texas State Network. 

| The hour, from 7 to 8 a. m. will 
be divided into 15-minute periods, 
each quarter being used for a script 
show to advertise a different prod- 
|uct. Benson & Dall, Chicago, is the 
"agency. 


| Sieinediinis 
‘Gets Pop Corn Account 


| American Pop Corn Company, 
| Stoux City, Ia., has appointed N. A. 
Winter Advertising Agency, Des 
| Moines, Ia., to handle the advertis- 
_ing of Jolly Time Volumized pop 


| corn. 


‘Copy Ideas Furnished 
National Retail Dry Goods Asso- 
ciation, New York, is supplying re- 
|tail stores throughout the country 
with advertising copy 
for the promotion of National Retail 
Demonstration week, Sept. 11-16. 


Woodyard Appointed 

Woodyard Associates, Inc., New 
York, has been appointed to repre- 
sent the Maui News, a semi-weekly 
paper published in Wailuku, Ha- 
waii. 


September Linage Clark Names Hill 


tal of 236,555, Publishers’ Informa- | 


was 45,463 lines, a decline of 0.7 per | 


Weeklies declined 14.9 per cent | 


suggestions | 


SEPTEMBER ADVERTISING LINAGE IN FARM PAPERS 


Poultry and Poultry and 
Livestock Livestock 
-—Commercial Display—. --Display-~ -—Commercial Display—. -—~-Display-—~ 
7 1939-——7°" -——19 38 —_, 1939 1938 77 1939-——,, -——-19 38 —__. 1939 1938 
Pages Lines Pages Lines Lines’ Lines Pages Lines Pages Lines Lines Lines 

Monthlies Bi-Weeklies (August) 

*American Cotton (Two issues unless otherwise noted) 

Grower ....... Sos ens 2 2,201 06 1.7 (1,179 21 14] American Agriculturist. 13.7 9,955 19.9 14,465 554 568 
American Fruit Grower 5.8 2,614 5.5 2,490 Arizona Farmer ...... 12.7 9,668 17.4 13,15 782 424 
American Poultry Jour. California Cultivator .. 16.5 12,459 20.1 15,196 180 392 

Eastern Edition 10.9 4,670 11.3 4,834 488 439 | Dakota Farmer ....... 7.4 6,717 8.6 6,668 cee eee 
Arkansas Farmer ..... 2.6 1,955 4.1 3,082 The Farmer 
*Better Fruit ......... 3.9 1,624 3.1 1,302 a me (General Edition) 14.5 11,330 21.6 16,908 242 416 

. ae @ Idaho Farmer ........ 17.7 13,400 12.9 9,729 ae 
e azette ..... 9.2 8.5 5 ® 702 , 72 a 
ee poll Par Rn By Pans 2,702 1,489] Indiana Farmer's Guide 11.1 8.674 17.2 13,482 ak ne 

. m 5 . oe poy were ‘+ | Kansas Farmer ....... 7.4 6,636 8.1 6,158 407 342 
Capper’s Farmer ...... 23.9 16,279 24.6 16,704 47 21] Michigan Farmer ..... 11.7 8,994 12.9 9,907 983 920 
Country Gentleman 35.0 23,783 28.8 19,574 161 141] Missouri Ruralist ..... 6.6 4,999 12.9 9,774 1,548 981 
Country Home ........ 12.6 8.543 11.6 7,879 32 7| Nebraska Farmer -- 16.3 11,893 22.6 16,351 215 270 
Farm Journal & tAverage 4 Editions. 16.7 12,145 23.1 16,796 215 348 

Farmer’s Wife ..... 37.8 16,205 25.7 11,015 122 71 | New England 

o° ° eer na a Homestead ......... 10.3 7,238 7.6 5,315 1,280 936 

le: on alla ek: €& 8 - * 888 Ohio Farmer :........ 7.0 13,046 17.9 13,771 593 664 
orida Grower ...... 0 2,753 5.9 4,043 Oregon Farmer ....... 16.6 12,572 11.8 8,935 aod rr 

*Hoosier Farmer ...... 26.4 11,900 22.3 10,050 Pacific Rural Press: 

Kentucky Farmers Northern Edition 27.0 20,378 28.6 21,569 1,686 5,523 
Home Journal ...... 8.1 6,387 6.6 5,199 586 68 Southern Edition 25.7 19,454 23.4 17,656 1,826 6,523 

National Livestock tAll Editions ....... 23.6 17,788 22.7 17,172 1,686 5,623 
NE 5.1 3,729 3.0 2,212 Pennsylvania Farmer.. 8.5 6,533 11.2 8,613 1,22 980 

Nation's Agriculture 3.9 1,772 384 1,552 Prairie Farmer: 

*New Jersey Farm & Illinois & Indiana Ed. 14.8 10,739 29.1 21,219 oes nee 
eee eee 16.3 7.346 15.0 6.744 1,338 1.356] Rural New Yorker.... 10.1 7,901 10.2 8,028 1,609 1,972 

*Ohio Farm Bureau Wallaces’ Farmer & 

OOS cccscesecececes 13.7 6,144 10.2 4,576 46 8 Iowa Homestead 19.7 15,466 29.1 22,823 1,222 1,300 
Poultry Tribune: Washington Farmer 16.0 12,084 11.9 8,976 o- eeee 

Eastern Edition .... 13.6 5.847 16.6 7,114 558 442] Wisconsin Agriculturist 10.1 7,901 16.8 13,190 7 28 
Progressive Farmer— mas - —_— * _ 

Southern Ruralist: Total Group ...... 235,937 281,885 14,358 21,228 

Carolina-Va. Edition. 13.3 9,672 16.5 12,035 14 14 

Georgia-Ala, Edition. 13.5 9,843 17.0 12,368 2 7 Weeklies (August) 

Kentucky-Tenn., 

EE: khchocresie 13.4 9,726 16.8 12,217 a . | __, (Four issues unless otherwise noted) 

Mississippi Edition 13.7 9,968 16.4 11,935 26 93 | Capper’s Weekly ...... 9 4,267 2.1 4,646 

Texas Edition ...... 14.2 10,329 17.4 12,638 80 94 | Dairyman’s 

+All Editions ....... 10.6 7,752 14.7 10,728 * np League News ....... 4.1 3,019 3.8 2,793 112 231 

tAver. of 5 Editions. 13.6 9,908 16.8 12,239 24 33 | Semi-Weekly Farm News: 

Southern Agriculturist. 12.4 8.653 13.0 9,098 ae Aas Friday Edition ..... 6 3,556 2.3 6,435 

Southern Planter ..... 8.1 5,696 11.9 8,326 190 195 | _ Tuesday Edition 1.0 2,401 2.1 4,934 

Successful Farming 33.9 15,259 32.0 14,391 38 161 | Weekly Kansas City Star: 

Wyoming Stockman- Missouri Edition 4.56 11,090 4.4 10,766 207 56 
FOSTRGE ccccnccscccce 5.5 939 2 3,72 — ort a er 
eee Seen eee ee ee ae Total Group ...... 24,222 28,574 19 «287 

Total Group .....; o- 236,288 236,555 662 6 : 
° . - "131 Dailies (August) 

Semi-Monthlies (August) 

*Chicago Daily Drovers 

*California Grange DOUUEEE. cn secdendanes 7.8 16,678 8.1 17,189 3,530 2,861 
ee ee eee TT ee een as cha eae «+.» | *Kansas City Daily 

Farmer-Stockman 9.7 7,335 11.1 8,409 107 116 Drovers Telegram 12.9 27,396 11.9 26,387 3.702 2,044 

Hoard’s Dairyman 11.8 8,591 11.0 8,001 1,602 1.473] *Omaha Daily Journal- 

Missouri Farmer ...... 7.9 6,224 6.5 5,084 234 673 Stockman ......+.+.- 9.4 19,998 9.1 19,412 3,987 3,038 

Montana Farmer 14.1 10,629 12.5 9,474 1,995 7221 *St. Louis Daily Live 

*Oregon Grange Stock Reporter ..... 5.9 12,578 6.6 14,034 2,560 4,364 
EEE bbe 686660068 ns eee as as - <i —_—_—_—_— —_— 2 oe 

Utah Farmer ......... 6.9 6,219 10.3 7,767 305 961 Total Group ...... 76,649 76,022 12,779 12,297 

Western Farm Life.... 9.5 7,465 9.0 7,028 56 164 ———— 

_ _—_ - od *Figures provided by publisher 
Total Growp ...cce 15,465 45,78 4,299 1.399 *+Not included in total. 


D. L. Clark Company, Pittsburgh, 


| maker of the Clark Bar and other 


confections, has appointed The Al- 
bert P. Hill Company, Pittsburgh, 
as advertising counsel. Newspapers, 
radio, direct mail and point-of-sale 
advertising will be used. 


WEL 


L HARVEST 
THIS CROP 
TOMORROW ! 


VUember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 
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A slight exaggeration, yes — but all fooling aside, the creps up here 
im the Red River Valley are gigantic. It’s a cinch te raise almest 
anything in this fertile valley . . . . including sales quotas! For our 
busy hayseeds make plenty of money — and spend it almost as fast 


as they make it! 


WDAY is the only chain station that covers all the Red River 
Valley. It’s one of the most productive smaller stations in the en- 
tire U. S. A. If you want the PROOF, just write us. 


some facts te show you! 


FREE and 

PETERS, INC. 
NATIONAL 
REPRESENTATIVES 


N. 


N. B. 
Affiliated with the 


FARGO 


We've got 


Fargo Forum 


y 


940 KILOCYCLES — 
$000 WATTS DAY os 
1000 WATTS NIGHT 
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THE RULES 


1. All you have to do is complete the diagram using words found in 


any modern standard dictionary, A to Z. 2. Use no proper names; ie) el 
a - -— - | no foreign, obsolete, or d--ty words; no reformed spellings, suffixes, 
prefixes, combining forms, abbreviations, chemical, telegraph, radio, 7 
--—— |------ ~--- Be inne or other symbols, or Roman numerals; no contractions, archaic, r. 
dialectic, provincial English, Scotch, or slang words. 3. Words | 
eae must interlock with every blank space filled, as shown in EXAMPLE Loot Se 
. 9 — (to the right), to form a complete crossword puzzle. 4. Each letter 
has been given a numerical value as indicated in LETTER VALUES. Tv) 20) 4 Me 20 7 4 | 12 _ 
a ane ett ae oe 5. When you have completed your puzzle, place the letter values on <= TAD” 
Ne the game blank as shown in EXAMPLE (which is for High score). ia R A ; WwW A — 
|_-— —|--~--|--— - nnn ~--—|----]---- Then add the totals DOWNWARD and check your score! rn eect = Oo RR E 
LETTER VALUES as | 20} 1 29.1 6. 
g | A4 B25 Cl2 D20 El0 F8 G25 ‘HI2 16 J6 KIS BIC IUIN 
— L200 M6 N20 O8 P15 Q16 R20 S12 T8& U6 V12 


w20 X8 YI6 ZI2 75 | 83:74 | 12 £4: 68 '56 


HILO brought out the Hishbrows!.. 


Hi-Lo obviously calls for more than 


-o- 


name, address and good intentions. There isn’t 
any element of luck to it. It’s devoid of the low- 


brow lure that newspaper contests are supposed 


to have. As recreation, it comes under the head 
Requests for dictionaries in branches of 
of making up corporate tax returns. Prizes were 


$150 weekly for the highest and lowest Hi-Los, 


with consolation awards of amusement passes and 


the New York Public Library have been bringing 
dirty looks from harassed librarians . . . reference 


bureaus have been getting an unusual volume of : 

merchandise. Yet for more than eleven weeks, 
queries about little used terms . . . weekly bridge 

readers of this newspaper sent in the remarkable 
parties in Great Neck, L. I., and various West- 

total of 45,000 to 60,000 entries a week —and 
chester communities were turned into crossword 
85° of the crossword forms were properly 
projects ... and some Hi-Lo experts report they 
filled out. The amount and degree of philological 
spend from eight to twenty hours on the weekly : ‘ 
proficiency is amazing! 
brain breaker. 


rs: In the future, you can schedule advertis- 
Hi-Lo is probably the most difficult—and 


ing in the Journal-American with the assurance 
annoying —puzzle game ever offered to the public. 


of reaching the smartest people in New York, 
Two blank crossword forms are to be filled out 


; as well as the best incomes—and a lot of them, 
with fitting words. Every letter has a number 


among 600,000 home going weekday circulation. 
value which changes every week. You try to fill 


; # one form with words that have a high number And a rate of $1.00 per line, is nothing 
Ys value; and the other with the lowest value. Just short of ridiculous for such a large package of 
» 4 go ahead and try it! income and intellect! May we tell you more? 


vew vous Journal-American 


a7 Nationally represented by: RODNEY E. BOONE ORGANIZATION . . . with offices in 


NEW YORK + CHICAGO + DETROIT + PHILADELPHIA - PITTSBURGH - BOSTON - BALTIMORE - ATLANTA + SAN FRANCISCO « LOS ANGELES - SEATTLE 
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PHOTOGRAPHIC REVIEW 


_ emphasis to its streamlined qualities. 


NE PLUS ULTRA IN STREAMLINING 


Apparently satisfied that its air conditioning and other mechanical features have 
already won complete consumer acceptance, Nash Motors now gives graphic 
The pictorial analogy is not intended to 
imply that this is standard equipment. 


GETS TOP HONORS IN NATIONAL EXHIBITION 


OF THE WEEK 


ADMAN'S CREATION 


‘ % 
¥ ; 4] 


2 aS, "3 . 

y VA : 3 
Ss 
THE TABLE OF MANY USES 


one ewe ates # ~ on - 


John B. Van Domelen designed both 
product and copy in this Michigan Art- 
craft advertisement. (Story on Page 36.) 


This dramatic picture, used in national advertising by Maryland Casualty Company, Baltimore, has been awarded first 
prize in an exhibit sponsored by Printing Art. Mac Bell, Inc., New York, was the photographer. 


'< most conceoted railroad passenger is the 

made mos comforwtle, Tumken Roller 

songs effect comfort for the traveling public 
» os it mever before experienced. 


row contented railroad esecuuve is the one 
"sees operaung coms decline—volume in- 
(= Timken Bearings effect ec ogomers. man- 

-  sbedules. elimiaate hot boxes sod old ume 
‘ables as newer before, This is definiely prow- 
(the higtly dicieat peclormance of Tisoken 


Roller Bearings, now on mont of America’s 


fewest streambliners end latest ha omonves 
That means Miles of Smiles for everyone 

The seundess dollar for dofler tnvesement the 
American railroads can make is to equip all roll 
ing wock. old sod new ~- passenger cars, locw 
monves and freights—with Tumken Bearings 
Cases Come down tremendousie— volume shouts 


ep—vasdy improved all around operanon 1) the 
gretifying result. Miles of Soules for everyone! 


~ TIMKEN 


RAILWAY ROLLER BEARINGS 


Th s lady's smile helps to highlight the slogan, “Miles of Smiles,” chosen by the 
Timken Roller Bearing Company for its fall campaign. 


SHE SMILES FOR TIMKEN BEARINGS 


ed 


(Story on Page 8.) 


THEY CENSORED THE REST OF THIS PHOTOGRAPH 


This pretty Chesterfield girl, now appearing on posters, likewise does a neat promotion job for suede es, hat 
collar; but despite the chill fall day suggested by these accessories, she doesn't seems to be wearing anything else at 
A. C. Lawrence Leather Company, New York, is responsible for the suede used in the gloves 


BROAD-MINDED SUGGESTION KEYS KOOL 
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Instead of urging cigarette smokers to drop completely other brands, Brown & 

Williamson Tobacco Corporation is now promoting Kools as an “in-between” 

changeover. The familiar penguin and B&W's premium offerings are also played 
up in the copy. 


DISCUSS LISTENING AUDIENCES 


Agency executives and advertisers gathered at the Hollywood Knickerbocker 

Hotel to hear E. P. H. James, sales promotion manager, National Broadcasting 

Company, discuss radio listenership. Left to right: Grace Glasser, president, 

Glasser Advertising Agency, Los Angeles; Mr. James; Don E. Gilman, NBC 
Western vice-president. 
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Wir is a magazine like a cat? week of more than one-third of our total population 7 
P ° above the age of 10 years, including at least one-half | 
Because it has — than — life pe the total market for most advertised goods... that 
gift for reappearing again and again after they concentrate most of their power in urban cen- 
its days are apparently numbered Ot tie e ters, where business is biggest . . . that they provide, N 
genius for continuing to thrive on ‘‘bor- every single week, probably the most inclusive, h 
rowed time’’! effective, and economical means of reaching the U 
Business men have known for years that each copy active buyers in America! 
of Collier’s, Liberty, LIFE, and the Saturday Value of Study Recognized 
Evening Post ‘“‘lives’’ for many people besides its : ri 
original purchaser ... that it is read by several in Advertisers are welcoming, accepting, using the new te 
each household it enters . . . that it usually passes on knowledge being brought to light by this Study. b 
to influence still more readers beyond that household. Significantly , they are increasing their advertising - 
But, until recently, advertisers have had no accu- space in every one of the “Big F our weeklies —in d 
rate measure of the great weeklies’ multiple, useful creasing it by a composite of 17.8' 0 during the tl 
lives—no dependable gauge of how many more peo- first 6 months of 1939, as compared with the same 
ple read these magazines than buy them. period of 1938. And advertising plans, now being 
formulated for 1940, show a continuance of this trend. 
A Vital Need Now Filled LIFE is pleased that the “Continuing Study” is v 
; ; : contributing appreciably toward a more efficient t 
meg de oages te ig = ri — rong investment of advertising funds. 7 
Vv s ontinuing Study o agazine Audi- ‘ . 
mone ogi And to advertisers long conscious of the Latest Audience Figures revealed by Study — 
imitations of circulation information, the Study . 
now discloses audience information as valuable as showing the number of people who see, open, 
it is eye-opening. For instance: and read part or all of each issue of the four - 
Collier’s, Liberty, LIFE, and the ee eee ae , 
Saturday ‘caied tne in combine mapeune : Chovtetion” “oman 
tion reach a total net unduplicated COLUER'S . . . . 2744475 15,800,000 
weekly audience of 40,100,000 people! -_—" os ete pg sean 
The Study and its illuminating findings rest on the a Pei: pie Sa : 
solid base of modern scientific research method— ae 4 . . | 
the kind that predicts election results and sounds Net unduplicated audience, four magazines, . 
public opinion with such startling precision. 40,100,000 


Thus, the true total influence of America’s four 
greatest weekly magazines is dependably and con- 
cretely established. Reliable statistics now show that 
together these magazines deliver an audience every 


*Average first six months, 1939. 


REPORT NO. 2—the complete Study up to date- 
will be sent you if you will simply write or tele 
phone for a copy. 
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